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A MONTHLY DIGEST OF DIRECT MAIL 


_JA DIVIDEND WRAPPER which 
is a lulu was sent to us by T. J. Beck 
of The City Ice & Fuel Company, 33 
South Clark Street, Chicago 3, Illin- 
ois. For these many years, we’ve 
been preaching that the best time 
to approach a stockholder with a 
strong selling or goodwill appeal is 
. when you send him a check. 
There is nothing like a check to 
boost the spirit. City Ice & Fuel 
have produced a four page circular 
wrapper which when folded is titled 
“A dividend check from your Com- 
pany is enclosed.” There is a trans- 
mittal letter on the front page. The 
inside spread is an illustrated map 
showing the various properties own- 
ed by “your Company.” It’s an ef- 
fective piece and should create un- 
estimate-able goodwill. 


|_|CLEVER HANDLING. “You are 
the Judge” is the lone title on first 
page of a four page folder recently 
issued by Fishman & Greenfield, 
Inc., 224 West 30th Street, New York 
City (manufacturing furriers). On 
the left inside page is a glamorous 
photographic advertisement with a 
caption above it “an advertising 
agency’s copywriter wrote this ad 
for us...” There are only four 
lines of copy. All the rest, you 


know what. 


On the right inside page, a type- 
set ad listing six good reasons why 
furs should be purchased from this 
concern. The heading of the ad 
reads “Fishman & Greenfield, Inc., 
Manufacturing Furriers, who don’t 
know much about advertising, only 
about FURS, wrote this ad .. .” 


The folder winds up with the fol- 
lowing copy: “You are the Judge... 
When you come in to see us, won’t 
you please tell us which ad brought 
you in? Thank you.” 
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IDEAS AND 


A few notes about 
December Activities 


LAST MINUTE FLASH. A Fed- 
eral Grand Jury in Washington has 
just returned an indictment against 
20 individuals ... charging a con- 
spiracy with the German Reich to 
undermine the government of the 
Linited States. Most of those in- 
dicted have been mentioned at vari- 
ous times in The Reporter. 


AS you read in your newspapers 
about this indictment andthe trials 
to follow ... remember that these 
people were a part of the scheme to 
misuse the franking privilege. Most 
of them were the addressers and dis- 
tributors of printed propaganda 
from the Congressional Record. 


This, new indictment justifies and 
confirms the earlier indictments 
(which stili stand) and also justifies 
the charges made (since early 1940) 
in this magazine. Too bad that some 
of the “higher ups” were not includ- 
ed in the indictment. 


|| ATTENTION BOOKBINDING 
MAGAZINE. Here’s a little item for 
your Bookvertising Section. And it 
seems to be something refreshingly 
different. We’ve just received in a 
small container a little book meas- 
uring 4%” x5%” with a stiff cover 
and containing only 28 pages. The 
title “The Book I Never Wrote” by 
Peter B. Kyne, the author of The 
Go-Getter, Cappy Ricks, The Valley 
of the Giants, etc. The book is beau- 
tifully composed in deepdene, de- 
signed by Frederic W. Goudy. The 
book was designed and printed by 
Taylor & Taylor of San Francisco. 


The story is, of course, well writ- 
ten and interesting ... about a 
man who developed a lot of new 
fangled ideas about marketing food. 
When you get down to the last page, 
you find that it’s an advertisement 
for the S & W Fine Foods, Inc. It’s 
a 100% example of good bookver- 
tising. ; 


|]ANOTHER VOLUME 1, NUM- 
BER 1. A small folder style house 
magazine with a rather long title 
“Looking Ahead Toward the Bet- 
ter World of Tomorrow.” (The 
“ahead” is emphasized boldly on the 
cover.) Published by the State 
Street Trust Company of Boston, 
Massachusetts. It can be read in a 
few minutes. It prophecies the 
things we’ll have to work, live and 
play with after the war. Well done! 


_LIIF YOU WANT TO SEE... an 
excellent home-tailored promotion 
campaign for War Bond Sales, write 
to KE. M. Fosnaugh, Director, Pro- 
motion and Publicity, Franklin 
County War Finance Committee, 8 
East Long Street, Columbus 15, 
Ohio. Ask him to send you a copy 
of the 12 page, 8%” x11” offset re- 
port on the Third War Loan Drive. 
A beautifully coordinated job with 
all home talent cooperating. A Di- 
rect Mail feature was a tricky die- 
cut piece with the inside reproduc- 
ing part of a hundred dollar bond. 
A Public Utility did the addressing, 
therefore the piece reached nearly 
every home in the community. No 
wonder Franklin County leads in so 
many drives. 


[|] COLOR IN THE WAR is the title 
of a new “clinic in print” just issued 
by the General Printing Ink Cor- 
poration, 100 Sixth Avenue, New 
York 13. It contains talks concern- 
ing the use of color on the war 
front, the production front and the 
morale front by Egmont Arens, 
Faber Birren and Fred Rudge. You 
can get a copy by writing to Herbert 
Kaufman. 
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TRADITIONALLY PREFERRED FOR PRECISION PRINTING PRODUCTION 
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Printed advertising has contributed heavily to the war The necessity of “‘selling’’ the Nation on wartime 
effort in many ways, but with the problems on hand essentials will make great demands on Printing Papers 
and more coming up, still gteater cooperation is neces- to carry these important messages. We sincerely 
sary. There is so much people must learn, be reminded hope our own efforts in supplying a wide variety 
of, cooperate in, that considerable more advertising of practical and economical papers to America’s 


support of important war campaigns is needed. printing fraternity will be of substantial help. 


VICTORY ( PAPERS 
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THE EFFECTIVE USE OF 
RESEARCH-BY-MAIL 


by IRVING ROTHSTEIN 
The Ross-Nahm Company 


Gathering data by means of the 
mail survey has earned full recogni- 
tion as a scientific research. tech- 
nique, for it has proved itself wor- 
thy in its many applications. There 
may be instances in which the mail 
questionnaire cannot be. used, and 
it is not my purpose to try in a Co- 
lossus sort of way to stretch from 
one extreme to another. People who 
are research-minded are _ usually 
open-minded, and therefore one 
need only relate instances in which 
research has been conducted effect- 
ively through the use of mail ques- 
tionnaires to point out the impor- 
tant service this technique renders 
industry. 


First let us take a general case 
in point: An entire industry was 
being forced:to go out of business 
because of shortages in material 
and manpower. Research by mail 
enabled one farsighted manufac- 
turer to obtain the valuable infor- 
mation that a specialized type of 
equipment and talent, which were 
on hand at his plant, could fill an 
important gap in war production. 
So important indeed did this dis- 
covery prove that airplane produc- 
tion was stepped up and the war ef- 
fort was thus aided materially. This 
was accomplished by a _ properly 
cast questionnaire and’ covering let- 
ter. The total domain covered rep- 
resented about 3,000 organizations. 


The response was 40%; which is_ 


more than a representative sample 
in this market. In ‘breaking down 
the answers into the various group 
responses, it was: discovered that 
the replies leveled off. consistently. 


Getting the answers by mail ‘in- 
volves a special technique. Where 
a mail questionnaire has failed ‘to 
bring results, the fault is ‘often 
found to lie with the way in which 
the questiounaire was drawn up, 
not with the technique of conduct- 
ing surveys by mail. The kind of 


THE REPORTER 


+ New York City, condemning the 
j-use of Direct Mail for question- 
‘| naire work. We offered space in 


Eastman for any rebuttal. 





EXPLANATION 


In. the October issue of THE 
REPORTER (page 12) we re- 
printed in the “Nuts Depart- 
‘ment”. a form letter from The 
Eastman Research Organization, 


THE REPORTER to any sub- 
scribers who wanted to defend 
Direct Mail questionnaires and 
we also offered space to Mr. 


Irving Rothstein of The Ross- 
Nahm Company, 352 Fourth Ave- 
nue, New York 10, N. Y., was the 
first to accept our offer ... and 
we are glad to give this space for 
his fine analysis. 











presentation, the nature of the 
questionnaire, the use of graphic 
illustrations and color will contrib- 
ute much: to the percentage of re- 
sponse. Subject matter must be 
carefully handled. Questionnaires 
should never be sent out unless 
there is'a covering letter which ra- 
tionalizes the need for the survey 
and emphasizes the importance of 
each individual response. The let- 
ter must be carefully processed and 


filled in, and where a small sample 


is being tested; the Hoovenized let- 
ter is: highly recommended. 


Care in compilation of lists can- 
not. be over-emphasized. In direct 
mail it. is customary to appraise the 


‘pulling power of a list by means of 


preliminary testing. In mail sur- 
veys. likewise the method of obtain- 
ing a list from which samplings are 
made is equally important. The 
samplings may be either random or 
selected... In either case the objec- 
tive of sampling is to appraise the 


‘truth. Much careful study directed 
toward the. development of a scien- 
tifically':precise method has been 


given the subject of compiling lists. 
Dr. Theodore H. Brown, Professor 


of Business Statistics at Harvard 
University, has worked out statis- 


* More BOTT QUESTIONNAIRES 


tical methods for determining the 
correct size for direct mail tests. He 
has compiled various tables to de- 
termine the deviation of error in 
each and the accuracy of direct mail 
samplings. 


As a result of a survey of reader 
interest in syndicated features 
made by thirty small papers in 
1938, it was found that 100 replies 
from a questionnaire are within a 
few points of the truth, and that 
results tend to stabilize from there 
on. The conclusion drawn was that 
direct mail technique can be used 
as effectively in measuring adver- 
tising as in measuring editorial 
readership. Particular emphasis 
was laid upon composition of lists, 
accurately taking into account all 
classes of desired readership. I 
should say that the handling of 
readership surveys is an easy prob- 
lem aS compared to industrial re- 
search. Delicate consideration must 
be accorded choice of technique. 
The employment of cross-question- 
ing, for example, has been found 
very effective. I would also recom- 
mend the use of return postage in 
preference to the business reply 
envelope. On post-war problems, 
the mail questionnaires we have 
worked out through American Mar- 
ket Surveys have produced ex- 
tremely gratifying responses for 
those of our clients who have em- 
ployed them. 


There has been a long debate cen- 
tering about the question of wheth- 
er sufficient people answer mail sur- 
veys. In an article which appeared 
in Printers’ Ink on March 12, 1943, 
Mr. R. O. Eastman relates he 
wished to settle this controversy, 
so he conducted a mail survey and 
incorporated a question asking, “Do 
you customarily answer mail ques- 
tionnaires like this?” Sixty-two per 
cent responded, one-third of whom 
said they did not customarily an- 
swer mail questionnaires. I con- 
ducted a survey three years ago in 
order to find out whether people 
read long letters. My letter was 
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three pages, and one of the ques- 
tions asked was, “Do you read long 
advertising letters?” Fifty-eight 
per cent of those who read the 
three-page letter said that they did 
not read long letters. Now, had 
either one of these surveys been 
made in personal interview, we 
would have accepted the fact that 
(a) People do not respond to ques- 
tionnaires by mail; (b) People do 
not read long letters. The conclu- 
sion to be drawn is obvious: each 
specific case needs specific han- 
dling; the value and the method of 
mail research depends to a consid- 
erable extent on the manner in 
which the questionnaire is cast and 
the covering letter written. ' 


It is easier to control the prelim- 
inary stages in setting up the ques- 
tionnaire for personal interviews 
than to set up a mail questionnaire. 
One is prone to be a little careless 
with the mail technique, as it ap- 
pears so simple. Actually even 
more care has to be exercised in 
preparing material for the mail 
questionnaire than in field work. 
For a direct mail questionnaire to 
be effective, it must be well planned. 
I daresay that if the same care were 
employed in the preparatory stages 
of the field questionnaire, field re- 
search would be more effective than 
it is at present. In mail research 
one question only is permitted on 
a given subject, and there is no al- 
lowance made for altering response. 
The respondent can ask the ques- 
tion, “What do you mean?”, when 
he doesn’t understand the field 
worker. In a printed questionnaire, 
however, there can be no margin 
for misunderstanding. The ques- 
tions must be cast briefly and 
unequivocally. 


Since human reactions may color 
the replies, mail questionnaires may 
err; but when they do, the fault 
probably lies with the individual 
who casts the questions, or the 
questionnaire itself, and not with 
the habits of the respondent. The 
same holds true with the results of 
a personal interview, which depends 
to such an extent upon the compe- 
tence of the interviewer. The per- 
sonal interviewer is likely to color 
the response. Time, too, is an im- 
portant element. If the respondent 
is in a hurry, or the interviewer is 
trying to make time, the response 
may accordingly be incorrect. In a 
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mail questionnaire there is a volun- 
tary response. The respondent is 
not importuned to answer, even 
though he may not like the subject 
under discussion. 


In 1942 the Los Angeles Times 
used both the interview and ques- 
tionnaire technique to determine 
their relative merits as applied to 
a newspaper readership survey. The 
interviews made by the special re- 
search organization were based on 
the same criteria as the mail survey. 
The study consisted of testing the 
readership of three sections of the 
Sunday edition of the Times—the 
comics, the rotogravure section, and 
a supplement called the “Home 
Magazine.” On the basis of their 
findings, the Los Angeles Times 
states that the personal interview 
alone is not valid in testing reac- 
tions to both editorial and advertis- 
ing matter, particularly where the 
ego is involved. In testing the per- 
centage who read advertising mat- 
ter, a much larger proportion of 
men denied to a personal inter- 
viewer that they read the perfume 
advertisement; but in the mail sur- 
vey they acknowledged they had 
read this advertisement. 


There is a tendency on the part 
of interviewed respondents to re- 
port their behavior compatible with 
their own ego-identifications or pat- 
terns of likes and dislikes, even if 
it means falsifying their answers in 
relatively trivial matters. The re- 
spondent who might think comics 
are very Silly and women’s bras- 
sieres an unmanly subject to read 
about may be compelled through 
the personal interview to answer 
categorically “yes” or “no” due to 
ego-identification. 


The conclusion drawn from the 
Los Angeles Times findings was 
that one may come closer to truth 
through opinion’ testing than 
through behavior testing because of 
personal bias. Lack of candor has 
a marked effect in an interview sur- 
vey of advertisement readership. 
Robert E. Baxter, director of re- 
search of the Los Angeles Times, 
says that the experiment with the 
mail-type survey indicates it may 
become of equal importance with 
personal interview. 


In public opinion polls there is 
a great opportunity for bias. In 
order to determine whether there 


is freedom from bias, the _ inter- 
viewer must be watched closely. If 
an interviewer sends in_ results 
which contrast with the results sent 
in by others, his territory may be 
checked by mail to determine 
whether he is cheating. This pro- 
cedure in determining the accuracy 
of the field worker through the use 
of overlapping mail questionnaires 
is not uncommon. In connection 
with the comment that everybody 
doesn’t respond to mail question- 
naires, the same is true of the field 
worker. The field worker doesn’t 
always get an opportunity to see 
the respondent, and those he sees 
will often refuse to give informa- 
tion. Those who fail to give infor- 
mation on a questionnaire may be 
compared to those wko fail to re- 
spond in personal interview. 


In 1940 the National Broadcasting 
Company conducted a survey by 
mail to determine the preference of 
listening families in every county of 
the United States. This survey 
clearly showed that mail question- 
naires properly prepared could be 
depended upon to give good mea- 
surement of the relative position of 
different stations and family listen- 
ing habits. 


Never in the history of research 
was there such a splendid oppor- 
tunity to employ mail question- 
naires to advantage. Shortages of 
trained personnel to make compe- 
tent interviews, difficulty in trav- 
eling, the increasing inadvisability 
of taking people’s time to make per- 
sonal interviews, all have pointed to 
the use of the mail survey for 
achieving a response honestly and 
succinctly. In readership surveys of 
both editorial and advertising mat- 
ter, in opinion polls, in ascertaining 
the habits of the public as a whole, 
or of any particular class, and in 
market research the mail survey 
has proved itself accurate, economi- 
cal, adaptable to the greatest num- 
ber of situations. The best evidence 
is the large number of important 
cases wherein mail surveys gath- 
ered from many sources informa- 
tion which was advantageously in- 
terpreted in practical application. 


(More about this important subject 
on Page 8) 
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Win THE WAR 


* 
Let not one soldier die nor hero sailor drown, for want L nu 


of anything our money can supply. The tide of battle 





turns, our fighting men move on, to bring real hope to 
all. Every dollar we provide in Bonds, every single gun 
we help to forge, every life our gallant nurses save . . . 
these will hasten and secure the peace. America enters 
the New Year with a fervent hope that it shall be the 


last year of war suffering and despair. To this, some 





dedicate their very lives — we but our paltry dollars! 





THE CHAMPION PAPER AND FIBRE €CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO ... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 





DISTRICT SALES OFFICES 
NEW YORK - CHICAGO » PHILADELPHIA + CLEVELAND +» BOSTON - ST. LOUIS + CINCINNATI - ATLANTA 











Much has been written about pa- 
per conservation. The Graphic Arts 
Victory Committee issued a minia- 
ture textbook on paper stretching 
in August, 1943. The WPB and the 
War Advertising Council last month 
issued a comprehensive booklet en- 
titled “Help Wanted! To Save a Mil- 
lion Tons of Paper.” 


But we think tic best instruction 
piece on paper saving was designed 
and originated by our old friend 
Hubert S. Foster of The Mead Sales 
Company, 230 Park Avenue, New 
York 17, N. Y. As usual, the humor- 
ous slant puts the story across bet- 
ter than thousands of words. When 
we saw Hubert Foster’s treatment 
of the subject in the recent issue of 
“Better Impressions” (the superla- 
tive Mead house magazine) we called 
and asked for a loan of the cut. We 
are reproducing it on the next page. 
Study the nine illustrations and 
make them your guide for intelligent 
paper conservation during the dura- 
tion. And we warn you again... 
you better practice conservation or 
you may be faced with enforced 
regulations worse than those just 
starting in Canada. 


While we are talking about Hubert 
Foster, we may as well give you his 
lead editorial this month in the 
same house magazine. War adver- 
tising needs a second breath... 
or something. This editorial by Hu- 
bert Foster should be enlarged and 
framed in every advertising copy- 
writer’s office. It may stimulate the 
needed second breath. 


Our Ordnance of Words 


What this nation needs—and we are 
“o longer concerned about a good 5¢ 
cigar—is blunter, more explosive, ad- 
vertising copy ... the sort that fetches 
John Q in the fundament and makes 
him say: “That means me!” 


Instead, seven out of ten pieces of 
war-time copy are ingratiating and 
dull; and, of the remaining three, one 
reeks of sentimentality, another vrom- 
ises post-war miracles with untimely 
optimism, and the third makes an 
apologetic pass at saying what is what. 


Our ordnance of words, in short, is 
appallingly non-explosive. 
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Hou to Save Paper 


Advertising has been given official 
blessings as an economic force that 
can make vast contributions to the 
entire war effort and to the Republic 
after S-Day. Support and encourage- 
ment have been accorded it by the 
White House, the Treasury Depart- 
ment, the Department of Justice, the 
Army and Navy and Maritime Com- 
mission, the Bureau of Foreign and 
Domestic Commerce, the Office of War 
Information, the Office of Price Ad- 
ministration, and the War Production 
Board. 


Pretty big green-light, all this... 
and not impulsively flashed. Collec- 
tively, advertising has done a mag- 
nificent job, spending millions and mil- 
lions of dollars to help Uncle Sam 
sell. But need we remind ourselves 
that a green light can also turn red 
without first turning amber, and that 


the endorsement of advertising as a 


whole can still be rescinded because 
of the failure of advertising to func- 
tion individually? 


Inflation, for example, is a menace. 


How do we set about trying to fore- 
stall it? 


We urge the citizenry to buy War 
Bonds and to hold on to the bonds they 


buy ... to save their money ... to 
curb their desire to own what they 
can at last afford to buy .. . to spend 


nothing needlessly . . 
no Black Markets. . 
Home-Front Pledge. 


. to patronize 
. and to sign a 


With polished metaphors and studied 
phrases, we sell everything but the 
imminent dangers of inflation! 


Meanwhile, of course, the heads of 
the Home Front get together and de- 
cide that inflation may have to be 
curbed by law, savings forced by com- 
pulsion. And meanwhile, of course, 
the heads on copywriters do not get 
together to conclude that the copy 
they have written will have forced 
the passage of such a law! 


Yet that is precisely what will have 
happened. 


If advertising can sell America the 
pleasures of motoring, it can also sell 
America the sorrows of inflation. If 
it fails, and legislation must be passed 
to supplant it, what can the law pos- 
sibly be but the result of that failure? 


America’s standard of living is 
enough, in itself, to prove the peace- 
time responsiveness to advertising. If 
the people of America fail to respond 
to the same economic force in time of 
war, let’s not appease ourselves with 
the belief that human nature has 
changed. Let’s face the fact that ad- 
vertising is simply not doing its job. 





There’s a school of thought that 
fires spit-balls at the blackboard when- 
ever “negative advertising’ is men- 
tioned. This school should be let out 
for the duration. 


What is war if it isn’t negative? 


What are the positive approaches 
to inflation, absenteeism, Black Mar- 
kets, rationing, and complacency? 


These are negative times... . 
Slacker! 


That one word had more kick dur- 
ing World War I than any single ad- 
vertisement we have read in this, It 
worked wonders wherever it appeared. 
Blunt and explosive, it had the im- 
pact of a “75”. 


Advertising copy needs words like 
this today. It’s got no guts. 


TWO ITEMS WORTH LIFTING 


How Will You Advertise: “We’re 
Back Again ?”’— 


We have noted several advertise- 
ments lately that announced return 
to civilian production of lines that had 
been completely removed from civilian 
market. Ads seen so far have lacked 
imagination and romance. They have 
simply announced, in effect: “Good 
news—we’re back again!” Have you 
given thought to how you will an- 
nounce return of your first civilian 
lines? 


Will It Ever Stop? 


For months we have been saying in 
“Grey Matter” that public is totally 
uninterested. in .manufacturer’s con- 
tribution to war effort—and giving 


reasons why. Yet recently made sur- 


vey among some 300 advertisers 
showed that 126, or 42 per cent, were 
devoting their. advertising in whole 
or in part to recitation of advertiser’s 
wartime contribution! Not only was 
this appeal never sound even when 
only few advertisers were using it, 
but today when-almost every other 
advertiser is harping on same refrain, 
it gives advertiser-as much individual- 
ity as a uniform gives service men. 
When will advertisers learn that peo- 
ple just don’t give a damn about their 
wartime contributions? 


From the always good “Grey 


Matter,” house magazine of Grey 


Advertising Agency, Inc., 166 West 
32nd Street, New York City. 
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Standard sizes weren't picked 
out of a hat. They were pains- 
takingly planned to be practical. 
Plan the job to fit stock sizes. 





ies 


ht 
‘ (h 4 












/ 





v 
s 








‘1 

3 7 
Ad og 
RS . ‘ 
The guillotine is no respecter of 
heads or paper. It can cut a 
job wastefully or economically. 
Plan the job to cut with little 
waste. 
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Bleed pages save many an ar- 
tist’s temperament, but they can 
waste many a pound of paper. 
Is that bleed essential? 














You want your booklet to go to 
all 25,000 names on your mail- 
ing list. But have you checked 
it recently? There may be oniy 
20,000 on the list today. 





Blah-blah-blah-blah! Ask your- 
self if what you are printing is 
true support of the war or of 
necessary civilian economy. 





Paper, these days, is on a diet. 
Order only the paper you .actu- 
ally need for the jobs ahead: 
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Do you honestly need an 8%” x 
li” letterhead to thank Joe 
Doaks for his order of even 
date? Try 8%” x5™%” for -short 
letters. It’s neat! 





You may be. slaeyopic, but not 
everybody needs 14-point type 
to appreciate your message. ‘Try 
10-point and save paper. 











Try to simplify or consolidate 
your business forms. They may 
date back to the days when pa- 
per was lush. Simplification 
saves stock. 








hud Still Wore \BWT QUESTIONNAIRES 


Herbert G. Ahrend, president of D. H. Ahrend Company, 52 Duane 
Street, New York City, was the second to challenge Mr. Eastman’s 


poor opinion of Direct Mail questionnaires. 


has to say: 


It’s pretty late in the day for any- 
one to question the efficacy of mail 
questionnaires, as such. A technique 
of fact-finding which obtains a re- 
sponse of from twenty to seventy per 
cent cannot be ignored. Such a re- 
sponse is certainly more than “a small 
fraction”, and we have found that the 
reaction of those who do respond is 
largely identical with that of the sec- 
tion which does not reply. 


Furthermore, with respect to the 
specific type of interviews which East- 
man mentions, averaging three-quar- 
ters of an hour, I question very seri- 
ously not only their ability but any- 
one’s ability to get into the office of a 
busy executive and consume that 
much of his time. Mail question- 
naires, however, do reach that same 
busy executive’s desk. In fact, the 
average response from top executives 
is consistently higher than the re- 
sponse we obtain from housewives or 
lower paid personnel. People do take 
the trouble to answer lengthy mail 
questionnaires and give detailed in- 
formation when the subject is one in 
which they are interested, as Nick 
Samstag’s recent mailing to ‘“Time” 
subscribers proves. And what man 
lives who is actually interested in any- 
thing more than his own opinions? 


One of the purposes for which we 
use mail questionnaires is to check up 
on the effectiveness of the promo- 
tional work we undertake for our 
clients. You will probably remember 
the photostats of some of the replies 
received, which I included in the 
Bonoil Campaign portfolio for the 
“Fifty Direct Maii Leaders’ Contest”. 
Here we were able, at low cost, to 
obtain a true picture of the benefits 
which Bonoil is getting from our cam- 
paign in all sections of the country. 
To accomplish this result by the use 
of personal investigators would have 
increased the cost tremendously and 
would inevitably have introduced an 
element of bias. 


Eastman admits, “We still can’t get 
them all to our satisfaction”, by per- 
sonal investigation ... and how right 
they are! For, no matter how much 
effort is spent in the attempt scien- 
tifically to phrase the questions, the 
tone of voice, or even the facial ex- 
pression of the investigator—factors 
which it is impossible to control— 
may influence the results and render 
the entire undertaking of little value. 

A letter, on the other hand, is old, 
clear and factual. If you want an un- 
biased reaction you need only devote 
sufficient effort to assure that your 
question is “weighted” neither in one 
direction nor the other. Of course, 


there are many cases in which the 
purpose of the investigations, either 
by mail or by personal solicitation, is 
to leave with the reader some thought 
which will cause him to purchase the 
client’s product. In this instance, both 
are effective techniques. 


Finally, I should like to say that just 
as there are unqualified individuals 
attempting to make personal surveys, 
so there are so-called surveys being 
made by mail which belong only in 
one’s “Horrible Example” file. One 
of the worst is a double post-card I 
received recently which requested us 
to “cast our vote” on questions which 
read as crudely as I am stating it, “Do 
you use such and such products?” 
That is not research, by any stretch 
of the imagination. And if that is the 
kind of mail questionnaire to which 
Eastman objects, I can only agree 
with them. They put their case so 
broadly, however, and take in so much 
ground, that I am inclined to believe 
that the only reply their letter really 
deserves is the heading you put on it. 


NOTE: INCIDENTALLY... in 
spite of Mr. Eastman and other 
critics, Direct Mail questionnaires 
continue to work. The Reporter is 
now in the process of conducting a 
research on possible trends in post- 
war printing. During the busy 
Christmas season, we mailed 2500 
letters with separate questionnaires 
to large and small users of printed 
promotion (no producers). By the 
end of December we had received 
467 replies, and the returns will 
yrobably wind up around 20%. 
That’s not bad for a pretty long 
cuestionnaire. 


We will have a story about the 
results later on. 


But, here’s one interesting side 
angle. One recipient of the ques- 
tionnaire wrote to condemn us for 
our begging approach. He claimed 
that we had violated all the rules 
of Direct Mail by our pleading let- 
ter. He said that all Direct Mail 
needed the positive approach. So 
we sent him a clipping of the for- 
mulas for good questionnaires . . 
printed long ago in The Reporter. 
To be sure that all of you know 
about these formulas, we will re- 
peat them again here: 


Here’s what Herbert 


Copy Formula— 


1. Will you do me a favor angle 
seems to be the best opening. 


2. Rationalize the need for the 
survey. 


3. Emphasize that each individual 
reply is important. 


4. Point out how little time it will 
really take to answer the survey 
—how easy it is to answer. 


5. If a C. O. D. envelope is enclosed 
—be sure and mention it. If a 
stamped reply envelope is cn- 
closed—be sure to emphasizc it. 


6. Whenever possible, have your 
questions arranged so they can be 
answered with either a simple 
“ves” or “no”, or through the use 
of check marks. 


7. If you have a list of 10 items you 
want your prospect to check his 
preference for, you will cut down 
returns if you ask him to number 
them in the order of his prefer- 
ence up to 5. If you merely say 
“Check the 5 most important 
points” you will “up” returns. 


Mechanical Factors— 


1. A filled-in or personalized sales 
letter selling an enclosed question- 
naire is better than the question- 
naire alone. 


2. Have the questionnaire on a 
separate sheet in order that the 
prospect can keep the letter. 


3. Use colored paper for the ques- 
tionnaire sheet—use a_ colored 
envelope for the reply envelope. 


4. Metered 1¢ mail ordinarily pulls 
just as well as stamped first-class 
mail on the out-going envelope. 
Save $20 a thousand on your out- 
going postage and apply it to put- 
ting a stamp on your reply en- 
velope. 


5. Use a stamped reply envelope if 
you want maximum returns. 


WE LIKE... 


. . . Bob Hope’s definition of a desert: 
“Two Burma Shave signs separated 
by an ‘A’ card.” 


Clipped from 

“Time Out” h.m. 

Steel City Electric Company 
Pittsburgh, Pennsylvania. 
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@ “It is dignified, has an air of quality, is easy to read, 
and makes a strong display that nothing can beat. We’ve 
tried many faces, but always return to this one. The 
other ATF design— Bank Script— was chosen because it 
has a brilliant grace and sparkle that combines well with 
Ultra Bodoni. It is as attractive as hand-lettering and 
more economical when used for so many headlines which 


may be changed momentarily.” 


You’ve made a point, Mr. Ritter. ATF types are prac- 
tical, in saving time and expense, without sacrifice of 
rich expressiveness, eye-stopping value, and ability to 
blend beautifully with all sorts of: body types. ATF 
faces were created by men who knew an art director’s 
problems as well as his aims and desires. There is 
always one or more ATF type faces that will solve any 


problem of typographic design. 


AMERICAN 
TYPE FOUNDERS 


200 ELMORA AVE., ELIZABETH 3,NEW JERSEY 


Bir 4 ° Jfpllman ad Ca - 
“ATE Ultra Bodoni has 
been proved best” 


says LEWIS RITTER 
Art Director 









a = os *. 
This advertisement is set in 
Bank Script, Ultra’ Bodoni, 
and Bodoni Book. 





Have you a copy of the ATF Red Book of Types? If not, 
send for one on your company letterhead. Also, single 
page showings including complete alphabets of the fol- 
lowing: and other ATF faces. 


Stymie Bold Condensed BALLOON LIGHT 
Bernhard Modern Bold 


Spartan Medium Lydian Bold Italic 














BAD NEWS c« Canada 


By this time, most Direct Mail 
and Graphic Arts people in the 
United States have heard of the new 
Canadian order (No. 332) affecting 
the production and use of printed 
matter. This reporter has heard 
plenty about it ... due to the nu- 
merous telephone calls we have re- 
ceived from Canadian subscribers. 


The Canadian order is the kind of 
an order which we here in the 
United States have been trying to 
avoid. Instead of a horizontal cut 
in paper quotas, the Canadian gov- 
ernment felt it was necessary to 
restrict the end use of paper. 
Briefly; the order prescribes:— 


Printers are not permitted to manu- 
facture, process or finish for any one 
customer, printed matter of more than 
five tons in weight, or $2,500 in value 
in any twelve-month period unless 
each order for printed matter in ex- 
cess of that amount bears the permit 
number of the buyer. 


In order to show all users of the 
mail what the Canadian order really 
means, we are reproducing here, the 
quick reference guide which has 
just been issued by Neil Powter of 
the Howard Smith Paper Mills, Ltd., 
Montreal. (Incidentally, if you want 
a complete analysis of the order and 
its meaning, you might write to 
Neil Powter and get him to send 
you a copy of his excellent eight 
page folder.) 


Study the chart... and you will 
see what it means to Canadian Di- 
rect Mail advertisers. You can un- 
derstand what it would mean if such 
an order was duplicated in the 
United States. 


In the last issue of The Reporter 
we printed a report submitted by 
the Graphic Arts Victory Commit- 
tee to WPB, which attempted to 
show the unfairness and the im- 
practicability of end use regulation. 
That report should apply to the 
Canadian situation. 


It is our opinion that the Cana- 
dian regulation and any such regu- 
lation is discriminatory and unfair. 
It discriminates against the small 
user as compared with the large 
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QUICK REFERENCE GUIDE 





No. KIND OF PRINTING 


STATUS UNDER ORDER No. 332 
(Subject to Permit Limitations) 





1—“ADVERTISING” PRINTING—de- 
signed to promote the sale of goods 
or services—in the form of Folders, 
Booklets, Direct-Mail, Circular Let- 
ters, Sales Manuals, etc. 


NOT PERMITTED except for exemption of up to 25 
pounds total weight in any one calendar month for 
all kinds of non-permitted printed matter; other ex- 
ceptions Items 6 and 7 below. 





2—ANNUAL REPORTS (Reports to 
Shareholders, Subscribers and 
Members). 


PERMITTED—provided they do not promote the sale 
of goods or services, and contain no advertising for 
other than the person or company for whom produced. 





3—BLOTTERS. 


NOT PERMITTED—except blotters manufactured for 
resale or blotter covers for writing pads. 





4—BOOKS (as described in the Order). 


PERMITTED—provided no advertising of goods or 
services is contained, except of other books issued by 
the same publisher. 








5—BUSINESS FORMS AND REC- PERMITTED— includes all forms and records not of 
ORDS an advertising character, necessary to the operations 
é and transactions of persons engaged in business. 
6—CALENDARS. PERMITTED—with limitations. 





7—CAR CARDS for use in and on 
public passenger conveyances. 


PERMITTED. 





8&—CATALOGUES and PRICE LISTS. 


PERMITTED—within limitations of this Order. 





9—CIRCULAR LETTERS reproduced 
by any process. 


PERMITTED—if necessary to operations of a busi- 
ness, as in form of price list, acknowledgment of 
order, etc. NOT PERMITTED—if written to pro- 
mote the sale of goods or services. 





10—DISPLAY CARDS to promote sale 
of goods or services. 


NOT PERMITTED—except Car Cards (See item 7, 
above). 





11—GOVERNMENT PRINTING (Do- 
minion, Provincial and Municipal 
and printing of any Government 
agency). 


EXEMPT from the provisions of this Order. (Rigid 
economies in the use of print paper are belng insti- 
tuted by Government and its agencies). 





12—GREETING CARDS. 


EXEMPT from the provisions of this Order. 
lated by Order A-746 as amended by A-9850. 


Regu- 





13—HAND BILLS distributed locally 
by retailers of goods and services. 


NOT PERMITTED—except for exemption up to 25 
pounds total weight of all kinds of non-permitted 
printed matter in any one calendar month. 





14—-INSTRUCTION MATERIAL 
(Printed matter consisting solely 
of directions for the use of a prod- 
uct or products). 


PERMITTED—provided it accompanies or is attached 
to the product or products. 





15—MAPS, Charts, 


or Music. 


Graphs, Patterns 


EXEMPT if not being, or containing advertising— 
otherwise NOT PERMITTED. 





16—POSTERS. 


24-sheet posters PERMITTED. Other posters NOT 
PERMITTED except advertising posters as restricted 
by the Order. 





17—PRINTED MATTER FOR RE- 


EXEMPT from the provisions of this Order. 











SALE. 
=e MATTER required by _ csspt trem the provicions of thie Order. 
19—PUBLICATIONS. EXEMPT from the provisions of this Order. Regu- 


lated by Order 223 and Order 295 





20—REPLY CARDS and ENVELOPES. 


NOT PERMITTED except an envelope designed for 
both original use and return, or a reply card contained 
in a “publication” covered by Orders 223 and 


————————— 





(Continued on Page 12) 
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When you 





want to know GO TO AN EXPERT 


It’s logical, isn’t it, to ask your printer’s expert opinion when 
you want to know what brand of paper to use for your office 
letterheads? 


We'll stand on his decision. We feel we can afford to, having 
for years supplied the experts in the business with fine papers 
for every printing purpose. He’ll also tell you that the extra 
prestige of Rising quality doesn’t cost you a penny more. 


Among others: Rising Bond (25% rag), Rising Line Marque 
(25% rag), Finance Bond (50% rag), Rising Parchment 
(100% rag). The Rising Paper Company, Housatonic, Mass. 


ASK YOUR PRINTER—HE KNOWS PAPER 








user of printing or advertising. It 
discriminates against Direct Mail in 
favor of newspapers and magazines. 


It is in violation of all the princi- 
ples of freedom of speech. If the 
Government can tell a manufacturer 
that he is not allowed to promote 
goods or services by Direct Mail, 
why is the manufacturer allowed to 
place similar advertising material in 
newspapers or magazines? Why 
should a manufacturer or retailer 
be allowed to use car cards or 24 
sheet posters, and not be allowed to 
send similar material by mail? It 
is all so silly! Most Government 
people are afraid to stir up the ire 
of the newspapers. It is relatively 
simple to declare a Direct Mail piece 
nonessential, and there are too few 
people to fight against such a regu- 
lation. But in many cases, it can be 
proved that a Direct Mail piece of 
conservative format sent to a highly 
selected list uses a whole lot less 
paper than the same identical ap- 
peal published in a newspaper or 
magazine advertisement. Few Gov- 
ernment officials stop to figure the 
wasted circulation of the newspaper 
space, and that the Direct Mail piece 
may reach only those individuals 
who are interested in the message. 


We hope that our Canadian 
friends are successful in their ef- 
forts to have _ the regulation 
changed. If such an order were put 
into effect in the United States it 
would cause chaos not only in the 
printing business but in general 
business. 


The only fair conservation sys- 
tem is . . to require horizontal 
cuts, plus a Government sponsored 
and industry supported conserva- 
tion program. 


_| DEPARTMENT OF HUMOR. 
Leon J. Bamberger of RKO, New 
York City, stirred up a mess of cor- 
respondence with a tricky curiosity 
campaign he conducted last August 

. aS a Stunt to promote the pic- 
ture “A Lady Takes a Chance.” 
There were two post cards about 
two weeks apart... and then a lit- 
tle letter and a photo album. The 
first card began (in simulated hand- 
writing): 
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“Dear Joe (or whatever the recip- 
ient’s name might be)—Vacation at 
last, and I’m leaving today to enjoy 
the wonders of the west, as they 
say. Taking two weeks’ bus tour.” 
It ended “Lots of love, Mollie.” The 
second told about her visit to a ro- 
deo and meeting “a real western 
‘wolf.’” The letter, with the photo 
album, told how she had married 
Duke Hudkins. On the last page of 
the album was on ad in color for the 
picture. 


Following the first and second 
cards, letters began to pour in... 
some indignant, some sophisticated 
and humorous, some emotional and 
revealing shock over the thought 
that a strange woman had entered 
a family’s life. The best of the hot 
letters came from a woman in a 
small Quebec town, addressed to 
Mollie F:— 


“‘Madam—your last letter makes me 
learn you’re married. I find very 
strange that you allow you correspond 
with my husband. 


“All the family were very surprised 
of your first card, so the second one; 
but this morning, to the reception of 
your album of picture and your let- 
ter, which one I throw in fire, I must 
advise you to discontinue all corre- 
spondence and all envoy of picture to 
my husband, because he has no busi- 
ness in the theatre since one year then 
that can’t interest him. I must to tell 
you that we have five children; the 
eldest is 21 years old, the youngest is 
14 years old, the second one, who is 
20, studies for to be a priest. That is 
to tell you I will all make to keep the 
peace and calmness in my home. 


“T hope you will know that it is use- 
less to persist. I don’t want more to 
hear to speak of you, it’s not our 
gendre of life. 


“Take your chance with another 
person, if not, I will be obliged to take 
some energetic measure to make stop 
that. 


“Keep your love for your hus- 
band.” 


Extreme dignity, but deep pain to 
think any woman could be so brazen 
as ‘‘Mollie”’! 


For the Records: 


OIT, Dec. 8.—Joseph T. Chichowski, a 
substitute mail carrier, yesterday pleaded guilty 
in federal court to disposing of portions of his 
mail load by the simple expedient of dumping 
it in an ash can. 


“It got too heavy to carry,’ he explained. 


“But,” he added by way of vindication, “I 
threw away only second and third class mail.’’ 


Thanks To Printing News For The 
Following Interesting Item 


Employers go to great lengths 
these days to get help. The follow- 
ing ad appeared recently in the Dal- 
las News: 


WANTED—Kelly and job pressman. 
Wages 50c to $5 an hour, according 
to ability. Cold beer all day; free 
cigars and cigarettes; free lunches 
during four 15-minute rest periods. 
All work easy — long runs, mostly 
black and white. Boss does all heavy 
lifting and wash-ups and is a very 
kind old gentleman—gives no orders 
and offe:s no suggestions—never com- 
plains about spoiled work. George 
Waller Printing Co., Dallas. 


When the above ad failed to ob- 
tain a pressman for the job, the 
paper followed up with a news story 
which added sex appeal to the in- 
ducements. The story explained 
that since there has been only two 
answers—and one of those from a 
man who said his wife had been 
trying to make him work for four 
or five years—it should be under- 
stood that the four free lunches 
would be served by pretty 17-year- 
old girls. 


|_|OF ALL THE NERVE! The Re- 
porter (as stated elsewhere) recent- 
ly sent out a questionnaire mailing 
to some 2500 business establish- 
ments. We of course enclosed re- 
turn envelopes (business_ reply 
form). One of the recipients who 
did not answer the questionnaire 
used our return envelope to mail us 
a combination Christmas greeting 
and advertising solicitation for a 
personal loan company. We are for- 
warding the evidence to the Postal 
Authorities. “Smart alecs” in the 
Direct Mail business should learn 
not to abuse the business reply 
privilege. 
te 


| |SMART COPY: The daily news- 
paper PM is using a _ letterhead 
printed on newsprint stock. They 
are using this letterhead for a two 
page letter soliciting subscriptions. 
And they use both sides of the 
sheet. The following note is dis- 
played in a bracket at the top right 
of the letter. 


This is waste paper—salvaged from 
PM’s pressroom, Its use saves man- 
power and war materials. It saves 
PM money. And use of the coupon on 
the reverse side may save you money. 
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We took them joyously into our hearts just as soon as we learned to read—those delightful character 
creations, Huck Finn, Uncle Tom, Rip Van Winkle, and others. To us they actually lived and added 
romance to our lives. ‘They shaped our ideals to wholesome patterns. The introduction of these fancied 
heroes into our American way of living, and the intermingling of their exploits with our emotional growth, 
can be traced conclusively to one thing—the initiative of the PRINTER. All thinking, all writing, needs a 
vehicle of transmission. Newspapers, magazines, and edition books carried American literary idols into mil- 
lions of homes and hearts. National life was influenced by it. Progress was accelerated. The cultivation of in- 
telligence by the press, a golden rule of liberty, can be thanked for America’s greatness. Opportunities will 


never cease, and printers, perpetually resourceful, will enact their greatest role in tomorrow’s new demands. 


NOW AVAILABLE. Complete and comprehensive Guide Book 
of Essential Wartime Printing and Lithography. 64 pages (8%" 
x 11”) of detailed description and information on every government 


public relations problem which can be aided by printed promotion. 
We shall be glad to obtain a copy for you . . . or write direct to 
Graphic Arts Victory Committee, 17 East 42nd St., New York City. 


© © HARRIS-SEYBOLD- POTTER: COMPANY 


HARRIS DIVISION SEVYSB.0C 80 PivViet Oe 
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MANUFACTURERS OF OFFSET LITHOGRAPHIC ¢ LETTERPRESS MANUFACTURERS OF PAPER CUTTERS AND TRIMMERS *KNIFE 
AND GRAVURE PRINTING MACHINERY *© © © @¢ @ GRINDERS ¢DIE PRESSES * WRIGHT DRILLS * MORRISON STITCHERS 




















PATTERN for 2 SALVAGE CAMPAIGN 


OUTLINE OF PROCEDURE FOR 
WASTE PAPER SALVAGE DRIVE 
FOR THE CITY OF WORCESTER, 
MASSACHUSETTS. 


Make-up of Salvage Committee— 
The Worcester Salvage Committee 
is set up on a functional basis; that 
is, it was originally made up of all 
the key people in the city who might 
be able to help on any salvage proj- 
ect, such as the head of the Boys’ 
Club, Boy Scouts, Girl Scouts, De- 
partment of Public Works, License 
Commission, Woman’s Club, Council 
of Churches, Superintendent of 
Schools, etc. This means that when- 
ever we have an activity to be car- 
ried through we can call on the 
heads of the various organizations 
rather than have some inexperienced 
Salvage Committee men have to go 
to interview them and bring back 
an answer later. 


It is proving to be a very effective 
method of handling salvage, be- 
cause all of the responsible men who 
might be interested or used in any 
particular campaign get together at 
one time and cooperate, thereby sav- 
ing overlapping authorities. It is 
on this basis that we have already 
run two very successful house-to- 
house metal campaigns, and the re- 
cent successful paper drive. 


We were extremely fortunate to 
get as vice-chairman Mr. George H. 
Hill, a former chief of police, now 
head of the Worcester Safety Coun- 
cil, a man whose acquaintance 
throughout the city, and knowledge 
of procedures has proved to be in- 
valuable. In addition to this, the 
Safety Council office is in the Cham- 
ber of Commerce, and we can cen- 
tralize our activities there. 


The various sections of any cam- 
paign which must be taken care of 
well are as follows: 


Publicity—This requires complete 
cooperation with the local news- 
papers, and an understanding on 
the part of the man in charge of 
both publicity and advertising, which 
are two distinct things. We have 
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(WPB Please Note) 





EXPLANATION: 


R. M. (Rae) Spencer, president 
of The Davis Press, Inc., 44 Port- 
land Street, Worcester, Massa- 
chusetts, has been Salvage Chair- 
man for the Worcester area for 
about a year and a half. He and 
his committee have staged three 
big drives. Two last year were 
for metal, which netted over 4,000 
tons. From the sale of scrap the 
committee paid all expenses and 
gave almost $20,000 in profits to 
the Community Chest and other 
local charities. 


The Spencer Committee also 
conducted fat and tin can salvage 
drives. Its last successful drive 
was for waste paper, which left 
a profit of more than $6,000 to 
be distributed to charity. 


Mr. Spencer made a complete 
report of this paper salvage drive 
for the officials in Worcester, and 
we have asked his permission to 
reprint it. It could very well fur- 
nish a pattern for other commu- 
nities (provided, of course, that 
other communities can get a 
chairman as energetic as Rae 
Spencer). 











used more paid space in the recent 
campaign than we did before, be- 
cause of the great restrictions on 
space, caused by newsprint short- 
ages. All advertisements must be 
short and to the point, and we used 
expensive front page space to be 
sure that people saw the advertise- 
ment and got the story straight. 
The newspapers cooperated with us 
to the best of their ability, and we 
kept the stories simple, trying to 
get across the things we wanted peo- 
ple to do. 


Distribution of Folders—We had 
arrangements made through the 
schools to distribute 50,000 folders 
in both the public and parochial 
schools, but were not able to get 
these because of lateness of time. We 


did, however, get a bulletin sent out 
to all teachers, giving the basic idea 
of the campaign and asking the 
children to take the news home and 
cooperate by gathering material. 


Any school department should be 
glad to cooperate in distributing the 
folders, which are available through 
the Conservation Committee. In 
some communities it may be better 
to distribute material through the 
Boy Scouts and Girl Scouts, if you 
have time to arrange this down 
through the troup organization. 


The Collection Itself 


The key to the success of all our 
house-to-house collections has been 
that they were arranged under the 
direction of the Public Works De- 
partment, the man who had charge 
of garbage collection and snow plow- 
ing arranging all truck routes be- 
cause he knew all our 400 miles of 
streets so well. Under his guid- 
ance, meeting points in various cen- 
trally located squares were laid out, 
and the Department of Public Works 
foremen who knew the job well, were 
assigned to each starting point, and 
had in their hands, to give out to 
the trucks, typed sheets showing 
which streets each truck was to col- 
lect from. 


The key officers of the Salvage 
Committee made their headquarters 
at the Department of Public Works 
garage office, where the city scales 
were, and the head city man kept 
constantly in touch with his lieuten- 
ants all over the city, to see where 
sections required less trucks because 
they were cleared up quickly, or 
more trucks because they had a 
large amount of material. The value 
of this professional handling cannot 
be overestimated, for here amateurs 
are of no value. 


Truck Procurement—We decided 
on the number of trucks needed and 
set up a committee of twenty men, 
each covering a different industry 
or phase of business such as laun- 


(Continued on Page 16) 
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THE COORDINATION OF 5 FACTORIES 


Effective now, aimed at post-war needs, five envelope factories— 
New York, St. Louis, Minneapolis, Des Moines and Kansas City— 
offer national service to envelope buyers everywhere. 











Millions of our envelopes now wear the insignia of the United States 
Government. They are carrying military orders, collecting taxes, selling 
War Bonds... protecting small parts, tools and instruction sheets 
for tanks, planes and guns. They carry millions of letters to the 
boys over there, building morale on the fighting front and 


the home front. 


We are proud to have the plant capacity to fulfill ‘ 
government orders and also serve our civilian customers. 








New York 14,N. Y. St. Louis 3, Mo. * Minneapolis 15, Minn.* § Des Moines 14, lowa* Kansas City 8, Mo.* 
345 Hudson St. 23rd and Locust 500 South 5th St. 1912 Grand Ave. 19th & Campbell Sts. 
Canal 6-1670 Central 2525 Main 0547 Phone 4-4126 Harrison 0092 


* Originally Berkowitz Envelope Co. 








dries, bakeries, etc., to round up 
as many trucks from these different 
types of business as were needed. 
We planned on about 300 trucks, us- 
ing many more of the smaller trucks 
for paper, where in our metal col- 
lecti6ns we had used perhaps 200-250 
large dump trucks. The trucks all 
came complete with driver, and in 
some cases, an assistant. 


Gasoline—We promised all truck 
owners that we would take care of 
their gasoline requirements. We set 
up a number of service stations at 
which they could charge gasoline to 
the Salvage Committee, each of the 
Public Works foremen in charge of 
trucks being given charge cards, on 
which they designated the station 
nearest to the home garage of the 
truck. 


In many cases the companies con- 
tributed the gasoline, and in some 
of these cases we replaced their 
“T”’ coupons. I understand that Bos- 
ton has a special arrangement for 
obtaining gasoline, but we feel that 
the local board has authority enough, 
if they wish to do so, to make a 
simple arrangement with the Sal- 
vage Committee, letting them be 
responsible for the whole problem. 


Man Power and Boy Power—On a 
paper campaign it is best to have 
two to four boys to a truck, de- 
pending upon the size of the truck, 
as they will get around much more 
quickly than a man would, and are 
keen to do the job. We obtained 
about 450 boys through the super- 
intendent of the Worcester Boys’ 
Club, who is on our committee, and 
about 250 Boy Scouts through the 
Scout executive, who is on our com- 
mittee. 


For unloading and packing directly 
into freight cars, the five Worcester 
State Guard companies furnished the 
number of men desired, and took 
entire charge of the packing of the 
cars, and policing the freight yards 
in fine shape after the drive was 
over. 


Arrangement for Freight Cars— 
We put this into the hands of one 
-of our good railroad freight ex- 
ecutives, who made arrangements 
with the various railroads, going 
around with the Department of Pub- 
lic Works man in charge of trucks, 
to find siding locations in as many 
different points throughout the city 
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as possible, to save length of ‘haul, 
and speed up unloading of trucks. 


We succeeded in getting more 
cars than we needed placed for us, 
because no one could tell what the 
outcome might be, but we opened 
only three or four cars at a time, 
delaying the trucks somewhat, but 
doing away with the difficulty of 
having many partial cars filled. At 
the end of our drive it was necessary 
to back up trucks to one car in 
each of several locations, unload the 
partially filled car and reload in an- 
other car, for compact shipping: It 
is very difficult to outguess this in 
a city this size. 


Sale of Material and Shipping Ar- 
rangements—We tried to be very 
careful to deal with all the whole- 
sale waste paper merchants. It 
would have been much easier for us 
to sell to one merchant, but we put 
some time into trying to judge the 
comparative sales of the three mer- 
chants in Worcester and give them 
as near as we could their propor- 
tion of the business. This was done 
by giving a siding to each of the 
two smaller merchants, and the re- 
mainder of the sidings to the largest 
merchant. 


We asked that all material go to 
New England mills, and that it be 
distributed to various mills, rather 
than sent to one or two. We set 
separate cars for magazines at the 
big sidings, and loaded into trucks 
at the smaller sidings, transferring 
to the cars, or weighing the trucks 
and allowing the one merchant to 
take them to his warehouse for 
sorting. 


Responsibility for Arranging 
Points of Destination, Taking Care 
of Weights, etc.—This we put up to 
these dealers, who took the cars 
right from our hands when they were 
sealed and arranged for shipment 
with the railroad on whose siding 
the cars stood; and we are now 
awaiting the mill weight on this ma- 
terial, as we feel that in every case 
mill weights will be correct and fair. 


In a city of 190,000 inhabitants, we 
will come out with somewhere be- 
tween five and six pounds per per- 
son, average. Our first low guess 
is 500 tons. 


Worcester is particularly well 
cleared, day after day, by such 
groups as the Salvation Army, Boy 


Scouts, Boys’ Club boys, and school 
children; in fact, at the time of the 
drive one Boy Scout group reported 
that they had 16 tons collected, and 
we told them it was their problem— 
they could make the sale wherever 
they could—not to put it into the 
drive, as our interest is in getting 
the paper moving, not to try to con- 
trol the income from it. 


Problem of Possible Damage to 
Waste Paper Collectors—We have in- 
terviewed the Brigadier of the Sal- 
vation Army, who has very com- 
plete records of their collections, 
and have told him that over the 
period of the next six or eight weeks 
we would compare his figures after 
the collection with the average be- 
fore, and from the money we realize 
from the sale of material would try 
to equalize against his loss as far 
as possible. This is a thing which 
should be done for any organiza- 
tion whose vital income is dependent 
upon waste paper. I wouldn’t be 
so interested in the normal little 
collections of junk dealers, because 
it would be impossible to check up 
on these with any degree of accuracy. 


Red Cross Canteen—The Red Cross 
Canteen served luncheon from 12:00 
to 2:00 at each of the several load- 
ing places, serving two good size 
sandwiches, an apple and coffee or 
a bottle of milk to each person, 
with seconds for some. The expense 
for this, as well as for gasoline, is 
to be taken from the proceeds of the 
sale of the collection. 


Distribution of Receipts from the 
Collection—After all expenses are 
paid, the Saivage Committee will 
vote on the distribution of the re- 
ceipts, some being given to the Com- 
munity Chest, some to the Boy 
Scouts, Boys’ Club, State Guard and 
Red Cross Canteen who worked with 
us; and in all probability some to 
various girl organizations such as 
the Girl Scouts, Camp Fire Girls 
and the Girls’ Club, as we find that 
outside contributions like this, over 
and above their budget, which mainly 
comes through the Community 
Chest, allow these organizations to 
purchase some long-looked-for piece 
of major equipment, and creates 
good will for the next salvage drive. 


Reviewing the whole project, I 
think we did not have time enough 
ahead to advertise to save paper, 


(Continued on Page 18) 


THE REPORTER 














——eeeeee—— OEE 
oe 








PORTRAIT OF A DILEMMA 


On December 7, 1941 there was no time for plan- 
ning — it was a matter of doing — of switching from 
a peacetime economy, to a war emergency basis, 
and in a hurry. The same situation in reverse may 
come any day—a switch back to peace, but this 
time we should prepare for it if we have learned 
our lesson. While the war is not over yet, and even 
though you are in the midst of your war job, why 








not plan constructively for peace? Many postwar 
plans are getting under way which wisely include 
printed promotions. Thus, when the “go” signal 
comes, no time need be lost in working out details, 
and you will have the jump on your competitors by 
being prepared to go into production. 

We urge you to see your printer now to make 
definite plans for your postwar printing. 





PRINTING AND ADVERTISING CLINICS—Transcripts 
ADVERTISING IN WAR 
A MATERIAL SURVEY OF THE GRAPHIC ARTS INDUSTRY 
WAR PRINTING SURVEY 
WHEN THE WAR ENDS 
COLOR IN THE WAR 


PRINTING INK SPECIMEN BOOKS 


COLOR DATA 
THE STORY OF PRINTING INKS 
ANY COLOR SO LONG AS IT'S RED 





The material listed below ts yours for the asking. Check the lems that inlerest you... matl lo usloday 


HELPFUL COLOR SELECTORS FOR LETTERPRESS AND OFFSET PRINTING NAME 
COMPANY 


ADDRESS 


NOTES ON THE SCIENCE OF COLOR 

MUNSELL-OSTWALD COLOR SYSTEMS 

COLOR STANDARDS 

COLOR ACCEPTANCE—ITS NORMAL DEMANDS AND WARTIME LIMITATIONS 
THE COLORS PEOPLE LIKE BEST 

THE ABC AND 1 2 3 OF COLOR 

COLORIGHT INKS 

















GENERAL PRINTING INK CORPORATION 


American Printing Ink Co + Chem. Color & Supply Co - Eagle Printing Ink Co + Export + The Fuchs & 


Nevistons 


Lang Mfg. Co - Gen. Industrial Finishes » Geo. H. Morrill Co « Rotogravure « Rutherford Machinery 





Co + Sun Chemical & Color Co + Sigmund Uliman Co + Gen. Printing Ink Corp. of Canada, Ltd 


100 SIXTH AVENUE e 


NEW YORK 13 e 


N. 





Y. 








and thereby may have lost some by 
burning. I do know, however, that 
we drove a lot of magazines out of 
attics that would not normally have 
come in the collection of the Salva- 
tion Army, etc., for we had five cars 
of magazines. 


I think our future is perhaps not 
so much in another big collection, as 
in some continued form of publicity 
to keep people from burning paper; 
also in some method set up through 
the Boy Scouts or Boys’ Club boys 
of getting to the smaller stores and 
having the boys knock down the 
corrugated boxes and bundle them 


and take them away, rather than 
have them burned. 


I find, however, that all cartons 
which come in to our incinerator are 
immediately separated by the city 
men, and are purchased later by the 
Graham Corporation, so that there 
is not as much loss here as there 
might be. 


It is small leaks like this that 
should be looked out for by the 
Salvage Committee, and except for 
the desperate need for paper right 
now, I would feel that an over-all 
continuing effort might be built up 


wherever 
available. 


boy organizations are 


The only warning I would have 
would be that paper mills themselves 
must not leave these collectors with 
paper on hand again, when the need 
is satisfied. For instance, the Boy 
Scout group that had collected 16 
tons must be able to sell it at a 
reasonable price, or fair warning 
of at least a month must be given 
by the paper industry, and all col- 
lections purchased during that pe- 
riod. It is hard enough to get this 
thing rolling against the bad taste 
left a year and a half ago, without 
having it happen again. 





A ‘Horrible Example’’ Case 


Chet Sloane of Labor Relations 
Institute, New York, sends the fol- 
lowing note: 


Dear Henry: 


This is unqualifiedly the worst sales 
letter I heave ever seen. It should 
provide the theme for one of those hot 
and salutary blasts that you occasion- 
ally indulge in. 


Here’s the letter about which Chet 
complained (with names deleted). 


Gentlemen: 


RE Institute, National Asso- 
ciation of ........ , and publishers of 
costly loose-leaf services were among 
the first to order the ...... List. Why 
were you not among these firsts? 


Surely, your services have not 
reached the point where big men in big 
companies are not interested. 


The list was compiled by actual 
correspondence with the principal 
bs scau firms in the U.S. No banks nor 
bankers nor brokerage firms are in- 
cluded. Buyers are notified of any 
changes made in the individual Pres- 
idents of the .... firms. 


The price is ...... plus city tax, or 
less than per name of firm, 
with President’s name included. 


The list is alphabetical by firm 
name. No geographical compilation 
will be made as this is not a backdoor 
list. It is head and shoulders above 
the lists flaunted upon naive mailing 
houses. 

Awaiting your order, 


(Signed). 
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And here is the letter which Chet, 
in his indignation, wrote to the orig- 
inator of the “horrible example.” 


Dear Sir: 


Your letter dated December 10th is 
just offensive enough to impel me to 
waste the time necessary to tell you 
what I think of it. 


Even if your list had possibilities 
for us, your method of offering it 
would be more than enough to turn 
me away from it. 


It’s amazing to me that anyone who 
deals with direct-mail would let such 
a miserable example of the craft go 
out over his signature. 


I am sending the letter to Henry 
Hoke with the suggestion that he 
publish it in the next issue of The 
Reporter as an outstanding example 
of execrable taste and complete ab- 
sence of business judgment. 


Very truly yours, 
(Signed). 


P.S.—Because I am fundamentally a 
soft-hearted person, I am going 
to ask Henry to delete your 
name and all facts and figures 
which might possibly lead to re- 
vealing your identity. 


A few days later, comes a letter 
to The Reporter from the list seller 
. reading as follows: 


Dear Sir: 


Your good friend, Chester Sloane, 
either has sent you, or will send you, 
a copy of one of my letters which 
seemed to ruffle his tender skin. 


In my letter from him, he says he has 
asked that you delete my name, 
should you reproduce it as the great 
and horrible example. 


I request that my name appear, as 
the letter was very effective and 
profitable. 


Cordially, 
(Signed). 


Reporter’s Final Note: In spite of 
the request to allow the name to 
remain ... we think it best to elim- 
inate it from this case history. Let- 
ters which irritate even a portion 
of the names on the list are not good 
letters ... even if at the moment 
they appear to be profitable. 


H. H. 
® 


|} SORRY TO REPORT ... another 
good friend of Direct Mail has 
passed away. On December 2lst, 
after a four day illness of pneu- 
monia, W. Rufus Jackson, Postmas- 
ter of St. Louis, finished his earthly 
affairs. 


Rufus was one of the most ardent 
promoters of Direct Mail. His Post 
Office and his tactics were models 
for many other Post Offices. He 
staged exhibits, organized postal 
and Direct Mail meetings all 
throughout the mid-west. The 
members of his staff furnished a 
really constructive service to all the 
users of the mail in the St. Louis 
area. Rufus and his friendly cru- 
sading spirit will be missed by 
many ... including this reporter. 
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Creative Printing 
Planning Service NOW Availabl 


We have the Manpower to do the Job 
you want done. Your request for service 
will get immediate attention and action. 


MERCHANDISING 


CREATIVE 
COUNSEL 


PRINTING 
PRODUCTIO 





Experienced in assisting sales, advertising and pro- 
motion executives in planning all forms of sales 
promotion, direct mail, point-of-sale display, dis- 
tributor and dealer merchandising aids, user con- 
tacts, sales training programs, employee service 
training, resale promotions, special exhibitions, 
public relations, publications, house organs, etc. 


Top ranking idea and layout men and production 
artists competent to theme, style and design smart, 
effective, printed matter of all types for all pur- 
poses—photography, including direct color—copy 
preparation—catalog layout and compilation. 


Large, fully-equipped plant operating continuously 
for 37 years, serving an outstanding list of leading 
concerns, nation-wide, in the production of photo- 
engravings and in sales making literature by either 
offset lithography or letter-press, complete from 
the idea to the mailing, including imprinting. 


Service rendered direct to clients or in co- 
ordination with their Advertising Counsel. 


MAGILL-WEINSHEIMER COMPANY 
1320-1334 South Wabash Avenue 
Phone Calumet 7200 
CHICAGO 5, ILLINOIS 
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QUESTION FROM AN ADVERTISING 
AGENCY 


One of our oldest and most important 
clients contemplates sending two gen- 
eral letters to all of its dealers, ex- 
plaining current shortages and restric- 
tions in production and distribution. 


Both our clients and ourselves are 
anxious to know whether, in your 
judgment, the mailing of these two 
letters violates the letter or spirit of 
recent requests to conserve paper. 


These letters would be multigraphed 
and would be sent on the firm’s regu- 
lar stationery. 


Reporter’s Note: I can see no ob- 
jection to your client sending any 
kind of a general letter to dealers 
about shortages, restrictions and 
sales difficulties. 


We are all trying to eliminate 
waste of paper... but when you 
have an essential message and you 
put out an economical type of mail- 
ing, there is no waste of paper. 


The business structure of this 
country must keep going. A letter 
such as you contemplate has a great 
deal to do with keeping up the 
morale of business men who are 
struggling to exist. 


So go right to it, and let your 
conscience be clear. 


ANOTHER SECOND. The Na- 
tional Paint, Varnish and Lacquer 
Association has now conducted their 
second annual Convention-by- Mail. 
The headquarters staff of the Asso- 
ciation sent the usual convention ad- 
dresses to its 1300 members ... 
entirely through the mail. The 
“talks” were also released to the 
trade journals throughout the coun- 
try. Needless to say, the Office of 
Defense Transportation heartily en- 
dorsed this second evidence of co- 
operation on the part of the Paint 
Association. 

& 


_| ANOTHER NEWCOMER. “Su- 
per-Vision” is the name of a new 
house magazine published by The 
Glenn L. Martin Company tevery 
other week) for its Engineering 
Educational Program. Designed to 
teach the supervisors and men in the 
drafting department how to work 
together. Size 454” x 7”... and the 
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various issues range from 8 to 24 
pages. Interesting copy with cartoon 
treatment. We’d say .. . it’s a good 
model for the postwar period. 


NEVER GIVE UP HOPE 
DEPARTMENT 


We have just received a subscription 
order on a business reply card that 
was mailed to the prospect in early 
1929. The order came from a national 
bank in Kentucky, and payment was 
received with the order. 


Tom Lyons, Circulation Manager 
BARRON'S Weekly, 30 Kilby St. 
Boston 1, Massachusetts. 


_118% RETURNS. Seeman Broth- 
ers, Inc., 121 Hudson Street, New 
York 13, N. Y., publishes a very 
interesting monthly house magazine 
for grocers, titled “The Modern 
Grocer’s Merchandiser.” It is now 
in its eighth year. E. J. Lovecky 
is the editor. They wanted to get 
more grocers on the list, but did 
not want to put extra names on un- 
less the magazine had been request- 
ed. During October they sent out 
10,000 sample copies to cold pros- 
pects with a return post card bound 
in under the cover. By latest re- 
ports there has been an 18% return 

. which goes to prove something 
or other. Even with all the difficul- 
ties faced by the grocers today, 1800 
grocers out of a 10,000 list took time 
off to read Seeman Brothers “Mer- 
chandiser” and to mail the return 
post card. 


_|GOOD WARTIME PIECE just 
issued by Studebaker. Size 6” x 9”, 
54 pages. Title “Wartime Informa- 
tion For The Delivery Truck Opera- 
tor.” Provides truck operators with 
complete text of ODT regulations. 
Gives sound suggestions regarding 
truck conservation and maintenance 
in wartime. 


This booklet is a companion piece 
to “Care and Maintenance of the 
Farm Truck in Wartime,” which has 
enjoyed a distribution of approxi- 
mately 200,000 copies since it first 
was offered a few months ago. 


_|*“PRODUCTION FOR VICTORY” 
is the title of a new 68 page, 6”x8%” 
booklet just issued by The National 
Association of Manufacturers. It’s 
a most comprehensive and complete 
survey of war production in Amer- 
ica. 


It rounds out the two year war 
production report of American In- 
dustry and is documented by facts 
and figures and charts. We hope 
that the first copy off the press was 
rushed by plane and dropped off for 
Mr. Hitler. It should make him feel 
even sicker. 


_|INTERESTING BOOKLET .. . 
recently issued by Proctor & Gamble 
is worth reading. Entitled “Soap, 
Tool of Peace, Weapon of War.” It 
is one of those informative pieces 
which deserves a place in your idea 
file. 








IMPORTANT 


Once again ... and for the third 
time in as many months ... we 
are including in THE REPORTER a 
reproduction of the monthly Clip 
Sheet Service being supplied to local 
Advertising Clubs and Graphic Arts 
Associations by the Graphic Arts 
Victory Committee, the Advertising 
Federation of America and the Ad- 
vertising Affiliation. As previously 
reported, the copy is prepared by 
the three organizations in coopera- 
tion with OWI. The Graphic Arts 
Victory Committee assumes the fi- 
nancial respensibility of making the 
plates, setting the type and furnish- 
ing the mats. The Advertising Asso- 
ciations then distribute to their mem- 
ber clubs with appropriate bulletins 
and letters. Information chiefs and 
program chairmen in the various 
government agencies and in OWI are 
enthusiastic about this service. It 
brings the stories of essential war- 
time projects to the local level. Many 
of the Advertising Clubs throughout 
the country have gotten on the band- 
wagon. Some were slow in starting 
. . . but the idea is growing. We 
are glad to give the idea extra cir- 
culation by including the material in 
THE REPORTER. Every reader of 
this magazine can make some use 
of one or more of the items. 


H. H. 
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WAR MESSAGE 












Compiled in Washington by the War Advertising Committees 


of the Advertising Federation of America, The Advertising 


Affiliation and of the Graphic Arts Victory Committee in 
co-operation with the Office of War Information. 
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JANUARY, 1944 





FOURTH WAR LOAN 
Needs Local Ad Support 


Directed at the small investor—America’s 
masses—the Fourth War Loan’s goal is 14 
billion dollars of war bonds between January 
wth and February 
ith. Local advertis- Quast 
ers have a direct track * 
to the individual in 
the home town. They 
have the experience 
and technique to put 
this important drive 


symbol reproduced 
here, a slug shown on 
another part of this 
page, or a block of 
eopy on all printed 


WAR LOAN 


promotions used during this period. Back the 
attack—with advertising. 


Make Tires Last Longer 


Advertisers who are now planning their 
spring or early summer campaigns are asked 
elp alleviate the serious tire shortage by 









| i in their advertising the following 
nts: (1) Drive only when necessary, (2) 
Keep under 35 miles per hour, (3) Keep tires 
inflated to recommended pressure, (4) Drive 
carefully, (5) Consult your tire service man, 
(6) Report bad spots in concrete on highways, 
and (7) RECAP BEFORE IT IS TOO LATE. 
The general slogan of the campaign is 
“Drivers: Spare the Carcass and Save the Tire.” 


TIE IN WITH 
THIS CAMPAIGN =» kom 


T FIRES 
Annually, America suf- 
fers from 140,000 to 200,000 . 
forest and range fires — 
%% of which are man- 
caused, and therefore, pre- 










| Ventable advertising can contribute in a large 


measure to the success of this prevention cam- 
baign by including fire prevention educational 
Messages in printed advertisements and pro- 
motions. The official fire prevention symbol 
shown here can be used on many printed 
bleces—wrappers and circulars, letterheads, 
etc.—to carry the message. 


“THE MARCH OF DIMES” 
Get Behind This Cause 


This month, on the President’s birthday, the 
‘inual “Fight Infantile Paralysis” campaign 
Will be launched. As previously, this worthy 
cause is spearheaded by the “March of Dimes” 





ameve. Local advertis- 
can effectively and FIGHT 
spon tie-in with INFANTILE 
ional crusade. , 
. Ol May be interest- PARALYSIS 
in the new postage NOW 
meter message on the 


a ge campaign. This meter slug is repro- 
Manuf above. For further details contact the 
— acturer of your machine. 








Keep It Up! 
USE WAR MESSAGE COPY 


As this issue of War Message Copy goes 
to press its popularity is already estab- 
lished. 


Advertisers in the home town are finding 
it of great aid in helping them tell the 
American people of the essential war pro- 
jects outlined. 


Now more than ever before the job of 
promoting and supporting war programs and 
projects is important. The home front must 
back up the fighting fronts. America’s ad- 
vertising . .. radio, newspapers, outdoor, 
and printed promotions can secure coopera- 
tion and support from every American. 


NOTE: If you want to use any of the de- 
signs illustrated in this bulletin we can 
furnish you with stereotypes from our mats 
(same size as shown). If you need different 
sizes ... have your engraver reproduce 
from this sheet. 














SPARS ENLISTMENT 
NEEDS YOUR AID 


More Spars (Women’s 
Reserve of the Coast Guard) 
are needed to free Coast 
Guardsmen for combat duty 
on invasion barges, convoys 
and combat transports. All 
women who are American 
Citizens (and not employed 
in war plants, teaching and 
other essential jobs) are urged to enlist. 

The vital story of the need for Spars should 
be carried to every eligible woman by every 
medium. Local advertisers are in an ideal posi- 
tion to influence favorable opinion. Carry a 
general recruitment appeal wherever possible. 
Use the symbol shown. Emphasize that Spars 
serve as stenographers, storekeepers, pharma- 
cist’s mates, cooks, bakers, radio men, pho- 
tographers’ mates. Pay is good—$50 to $126 a 
month clear—plus allowances, free uniforms. 
Requirements: 20-36 years old, 2 years of high 
school or business school; single or married 
with no children under 18 years. 

For enlistment apply at the nearest Coast 
Guard Recruiting Station, or write to Spars, 
Washington 25, D. C. 


WAVES, WACS, MARINES 
DRIVE CONTINUES 


Here are three other branches in which 
women are needed to back the fighting forces. 
Constant local promotion is necessary to se- 
cure the quotas set. Get behind these drives— 
see previous bulletins for details. 





“Stretch—Save Paper” 
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S 
} usvictory WASTE PAPER campaicn ( 


IMPORTANT CAMPAIGN 


The waste paper campaign is under way— 
8 million tons of waste paper are needed to 
keep paper mills at wartime production levels. 

To advertisers this situation is serious. Less 
paper produced, the less space for advertising. 
You can help this campaign by (1) salvage 
waste paper in your own shops, stores, plants; 
(2) use space in your own ads to support this 
campaign. 

For background material on this campaign 
address (insert name and address of local 
salvage committee). 


SAVE SOME 
BOYS LIFE 








Slogan Slugs For You 


Listed below are a few slogan slugs which 
may be lifted and inserted as is in your own 
advertisements. Use at least one war message 
in every ad. 


KEEP PRICES DOWN 
Use lt Up—Wear lt Out 


* 
BUY AN EXTRA BOND 
* 

SERVE AS A NURSE— 
JOIN THE CADET NURSES 
* 

SAVE HIS LIFE 
GIVE YOUR BLOOD 
* 

SAVE GAS AND OIL 





* 





To Help Save Paper (ver) —> 














Inflation is ruinous. It 
can wreck everything 
we’re all fighting for. Do 
your part for the America 
you know and love. Keep 
prices down. 
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OFFICIAL U.S. 
GOVERNMENT PROGRAM 


SAVE — CONSERVE — SALVAGE 





These Continuing Campaigns Need Your Support 


Here are three vital war campaigns, already started and well under 
way, but which must be promoted and intensified in order that they be 
effective and accomplish their important objectives. The anti-inflation 


symbol and copy block, the fight waste symbol and slogan, or the 
Security of War Information symbol and copy can be lifted and inser 
ed as in your advertising. Get behind at least one of these thr 








ad SH-H-H 
Zz DON’T 
a 
ree ) TALK! 
“if ed 
Ne i War information not 
Ww x published or broadcast 
SV: i if often the most inter- 


esting and always the 
most dangerous to men- 


Ci tion ... even “confiden- 
tially.” Think before 
you talk! 











A CALL TO ACTION! 





Vital Winter Campaign | 


Saving Fuel also Saves Manpower, Material 
and Equipment. In the winter months continue 
to stress “Conserve Coal, Oil, Gas ... For 
War” in your advertising. 

Play up these seven points on fuel conser- 
vation: (1) Keep temperature at 65° F. during 
day—lower at night; (2) Don’t heat unused 
rooms; (3) Keep windows closed; (4) Draw 
window shades at night; (5) Shut off heat 
when weather permits; (6) Don’t leave lights 
burning; and (7) Use less hot water. 


NEW SYMBOL FOR YOUR USE 
t% RATION yp 


gins OR IE NOME Fang 





Printers and advertisers are called on from 
time to time to produce pieces in which a 
rationing board symbol would be appropriate. 
On the second anniversary of the War Price 
and Rationing Board’s establisment, the OPA 
created the special symbol reproduced above. 
Use wherever possible. 


Can We Help You? 


War Message Copy is sponsored by your 

local committee. Its members will be glad to 
help you in your efforts to support the cam- 
paigns outlined. Our representatives in 
Washington have supplied us, in most cases, 
with background material which is available 
for your inspection. Call or write (fill in 
address and telephone). 
SPECIAL NOTE TO LOCAL COMMITTEE 
AND PRINTER: We have left room in this 
box so that you can insert information about 
your local committees and their activities 
; . or so that you can list the names, 
addresses, and telephone numbers of the 
chairmen of various functional groups such 
as Salvage, War Bonds, Nutrition, ete. 




















Posters tor January 


In January the Office of War Information 
has announced the following posters are 
available for display. Posters may be ob- 
tained from the Poster Section, Division of 
Public Inquiries, Office of War Information, 
1400 Pennsylvania Avenue, N.W., Washing- 
ton, D. C. 

PREVENT FOREST FIRES, issued by Re- 
gional Forester, Department of Agricul- 
ture. 

FOURTH WAR LOAN, “Let Him Have It” 
and “Buying a Bond is No Sacrifice.” 


SECURITY OF WAR INFORMATION, “Bits 
of Careless Talk are Pieced Together by 
the Enemy.” 

MARINE CORPS WOMEN’S RESERVE. 

U. S. CADET NURSE CORPS. 











USE LOCAL ADS TO SUPPORT 
CADET NURSE NATIONAL CAMPAIGN 


The importance of this recruitment cam- 
paign, which will be intensified in January, is 
outlined in a recent message from Thomas 
Parran, Surgeon-General of the U. S. Public 
Health Service. Dr. Parran’ 
states: “In America today 
there is a dangerous shortage 
of nurses. With thousands 
called to service in the armed 
forces and in civilian hos- 
pitals, war plants, clinics, and 
public health centers — par- 
ticularly, in overcrowded war 
production centers—nurses in 
ever-increasing numbers are 
needed at once. Young wom- 
en enlisting in the WU. S. 
Cadet Nurse Corps -will be 
serving their country in its 
present moment of crisis — 
and will be prepared to play their vital part 
in the days of peace to come.” 

Advertisers are urged to sponsor this im- 
portant drive locally. A large national adver- 
tising campaign with extensive space in many 
national mass publications is scheduled. Local 
tie-ins will be effective and of invaluable help. 








Food Fights for 
Freedom. Today more 
than ever, everyone in 
America should know 
about the necessity 
for doing his part to 
Save, conserve, and 
produce food. Every 
advertiser is asked to 
promote the program 
in any way and in any 





medium he sees fit to 
the extent of his abili- 
ty. If every advertiser 
does a little, food will 
play its vital role to 
the greatest possible extent. 


Meter Ads Now Ready 


Firms that meter their mail will be inter- 
ested in the new war design messages avail- 
able. Illustrated are two, others include “Fight 
Waste,” “Anti-Inflation,” and “March of Dimes,” 
etc. For further information contact your manu- 
facturer for proofs. 
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DONT DISCUSS 

TROOP MOVEMENTS 
SHIP SAILINGS 

WAR EQUIPMENT wena wate 


PAMPHLETS FOR ADVERTISERS 


The January issue of Domestic Com- 
merce, official publication of the Department 
of Commerce includes: 

Post-War Markets for the Graphic Arts In- 
dustries, which sets up target for accomplish- 
ment in hypothetical post-war year of 1946. 
Subscriptions to Domestic Commerce should 
be entered with Supt. of Documents, Wash- 
ington 25, D. C. Price $1 per year. 

Two recent publications which can be ob 
tained free from your Department of Com- 
merce field office or by writing Bureau of 
Foreign and Domestic Commerce, Washin 
ton 25, D. C., are: 

Market Prospects After the War—reprin 
of articles covering post-war possibilities in 
25 separate industries. 

Regional Shifts in Population, Production 
and Markets, 1939-43, which shows wartime 
changes in the economic map of the United 
States. 









FIGHTS FOR 
FREEDOM 


































Printing of this bulletin contributed to (LOCAL AD GROUP NAME) by (Printer’s Name) 
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A Question For The 


War Production Board 


If the paper shortage is really as 
serious as rumored... why shouldn’t 
American business adopt a simple 
system which would save from 40 
to 50 per cent of all the paper used 
for business mail? 


If it is true that the _ envel- 
ope manufacturers cannot produce 
enough envelopes for the War, Army, 
Navy, Post Office Departments and 
their regular customers .. . the 
envelope companies themselves could 
break the bottleneck by selling their 
customers a V-Mail style of war- 
time business correspondence sheets. 
Nearly every envelope manufacturer 
could produce such a form. Print- 
ers could produce such a form if 
supplied with die-cut and gummed 
sheets. 


The government departments could 
Save many thousands of pounds of 
paper by instituting such a corre- 
spondence sheet for its own daily 
mail. More than a billion and a half 
pieces of penalty mail are mailed 
annually by government depart- 
ments. By putting the single page 
letters on a V-Mail type of sta- 
tionery, the government could help 
to break the bottleneck on paper 
and envelopes. 


We don’t see why anyone would 
object to this procedure. The style 
is admittedly not as convenient as 
the standard two-piece letterhead 
and envelope. When the war is over, 
business would naturally revert to 
the standard practice. The V-Mail 
form has become acceptable to the 
boys in the service and to their 
parents at home. At first there was 
a strong reaction against it, but 
the total volume has grown during 
1943 from five million pieces in Jan- 
uary to more than forty million 
pieces in November. 


If a similar style was accepted for 
business correspondence .. . it would 
not only save paper, but it would 
also help the post office out of a 
Serious traffic jam. Regular air mail, 
for example, averages about 44 
pieces to the pound. With the V-Mail 
type of stationery for air mail, the 
average number of pieces per pound 
jumps to 120 pieces. 


THE REPORTER 


When you consider that there are 
close to twenty billion correspon- 
dence sized pieces of mail distributed 
by the post office per year ... it 
is necessary to call in Amos ’n’ 
Andy to figure up the total paper 
saving possibilities and the cubic 


feet of transportation space save- 
able by an emergency wartime style 
of business correspondence. 


We suggest that the envelope 
manufacturers, WPB and leaders of 
business get together and try to 
work out the details. It is too big 
a job for any one man or any one 
committee or group. It could be 
done by cooperative action between 
government and business. 
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GIVE THE LADY A HAND- 


some Instruction Manual! 


The girls ain’t in there pitching powder puffs, they’re punching out 
parts. They man-handle instruction manuals. Army-Navy-industrial 
trainees’ booklets, parts catalogs, hand-books, all account for the 
pyramiding sales of KROYDON COVER. It’s plenty tough, yet very 
handsome. It’s cleanable with a damp cloth. Extra long fibers assure 
strength for folding with or against the grain. And Kroydon’s glossy, 
ripple surface can be printed “work and turn.” However used and 
abused, Kroydon Cover will stay right in there pitching and punch- 


ing for you, 


Specimens, Samples? Ask your printer or paper man 
(Kroydon’s a national brand), or write us at the 
mill. Eight colors now available (six went to war). 
Medium weight. Regular finish mildly ripple. Holyoke 
Card and Paper Company, Spring field, Massachusetts. 


“Tough asa Hippo” 


Companion cover lines by ‘‘The Cover Paper Mill’’ 


TWILTEX LEATHERCRAFT 


DURATEX WOODTONE 
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Hamilton Fish is at it again! We 
are reproducing on the next two 
pages an exact fascimile of the re- 
print from the Congressional Record 
recently mailed to Lord knows how 
many names by the Honorable 
Hamilton Fish . .. under his free 
Congressional frank. We ask the 
readers of The Reporter to read 
every word of Congressman Fish’s 
speech made in the House of Rep- 
resentatives. The Congressman can- 
not complain that we are not giving 
him the right to be heard. So read 
it! 


Also we are giving you below the 
complete text of a multigraphed 
form letter mailed October 15, 1943, 
over the signature of Hamilton Fish 
and also mailed under his free Con- 
gressional frank. The name and ad- 
dress of the recipient was carefully 
filled in. 


I am writing you as a member of 
the National Executive Committee of 
the American Legion, to ask your 
cooperation in the interest of fair 
play for myself and for the Legion to 
permit me to appear at your meeting 
around the middle of November to 
answer the charges made in a reso- 
lution passed by the Omaha Conven- 
tion denouncing me for alleged abuse 
of my franking privilege without giv- 
ing me an opportunity to be heard. 


Every charge in the resolution was 
false, and, even if correct, there could 
have been no possible violation of the 
franking privilege, as you can see 
from the enclosed speech setting forth 
the postal laws and regulations gov- 
erning the use of the franking priv- 
ilege. The two speeches I made in 
the House will give you the background 
and the facts in the case. 


I think you will agree with me that 
the American Legion must not be 
used for political purposes. For your 
information, a similar resolution was 
introduced before the American Fed- 
eration of Labor Convention, also for 
political reasons, and it was rejected 
in committee. As chairman of the 
committee that wrote the preamble 
to the American Legion Constitution, 
and one of its most loyal members, I 
resent bitterly this injection of politics 
into the Legion and being denounced 
without a hearing. I hope you will 
use your influence to see that I am 
given a hearing by the National Ex- 
ecutive Committee and an opportunity 
to answer these false charges at its 
November meeting. 
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NUTS 


Department 


As far as I can ascertain there was 
no evidence whatever submitted be- 
fore the Americanism committee to 
support any of these charges, and 
some members of the Committee claim 
that it was read only as far as the 
resolved part, concerning the abuse 
of the franking privilege and my name 
was not mentioned in the committee. 
Whether this is true or not is not 
material, as even if all the charges 
were true there is no violation of the 
franking privilege, which is the very 
essence of the resolution. 


The bill and speech referred to in 
it was an effort on my part to uphold 
free speech, the Bill of Rights, and 
the Constitution, in time of peace and 
would not be effective in time of war. 
I think the question of preservation of 
free speech, the Bill of Rights, and 
the constitutional government is one 
of the most vital and important issues 
before the country. As you know, the 
first sentence of the preamble pledges 
the American Legion to uphold and 
maintain the Constitution of the 
United States of America, and that 
was what I was trying to do and will 
continue to do so long as I am in 
Congress or out. 


With kind regards and best wishes, 
I am, 


Sincerely yours, 
(Signed) HAMILTON FISH. 


We understand that the Execu- 
tive Committee of the American 
Legion has appointed a committee 
to study the case .. . after hearing 
Fish personally. 


Our advice: Instruct your com- 
mittee to visit the Department of 
Justice in Washington, D. C., to talk 
with either John Roggie or his pre- 
decessor, William Power Maloney, 
who can show the transcripts of the 
trials of George Hill (Congressman 
Fish’s former’ secretary) or of 
George Sylvester Viereck. 


The evidence revealed during 
those two trials proved conclusively 
(both juries convicted the defend- 
ants) that: Congressman Hamilton 
Fish allowed his office in the House 
Office Building to be used as a cen- 
tral clearing house for the misuse 
of the frank in disseminating Nazi 
inspired propaganda. 


Congressman Fish in his denials 
always tries to avoid this one main 
point. 


George Hill (Fish’s secretary), 
working with Prescott Dennett who 
was working under instructions 
from George Sylvester Viereck, 


managed to get inserted into the 


Congressional Record hundreds of 
thousands of Nazi inspired words. 
Reprints were ordered from the 
Congressional Record. All the ar- 
rangements were made from Ham- 
ilton Fish’s own office. Bulk ship- 
ments of these reprints in plain un- 
addressed franked envelopes were 
sent to various individuals scattered 
throughout the country who there- 
upon addressed the envelopes and 
mailed them to their own lists. Most 
of those individuals are now under 
indictment by a Federal Grand Jury 
for sedition. 


Fish can talk as loudly and as 
long as he wants. He can declaim 
his own innocence. He can claim 
“nolitical smear.” He may be right 
in saying that he does not know 
Leon De Ayran or Lizzie Dilling or 
Gerald Winrod or any one or more 
of the conspirators. He did not have 
to know them. The fact remains 
that Congressman Hamilton Fish, 
the Representative of the people of 
the 26th District of New York State, 
allowed his office to be used for the 
most notorious, unethical and dis- 
ruptive mailing campaign in the his- 
tory of this country. Incidentally, 
the Bill Fish defends so strongly 
would, if passed, have prevented the 
Department of Justice from prose- 
cuting the thirty-three people now 
under indictment. That was why 
Leon De Ayran (indicted), was so 
glad to mail copies of the Bill. 


The American Legion, at _ its 
Omaha Convention, did the cause of 
democracy a great service ... in 
passing the resolution condemning 
Hamilton Fish. It is too bad that 
Hamilton Fish clutters up the mails 
and takes the time of Congress in 
making silly and illogical answers 
to this very commendable resolu- 
tion. We hope that the Executive 
Committee of the American Legion 
stands pat. We believe they will. 


It has been our privilege to sup- 
ply the Legion with photostats of 
the evidence in our hands. But... 
the Legion or anyone else can find 
all the evidence it needs in the pub- 
lic records available at the Depart- 
ment of Justice in Washington, D. C. 


THE REPORTER 




















qeseeee eee 





(Not printed at Government expense) 










y 
IC 
o 





et? 
ot he 
I 









gs 
* 


aoe nen 
—Ve 
TN 


; 
\ 


Sy tin 


4% 


—————_ 


Z 
4 





7 
’, 
« 
+ 
vy 
| 
“5 BAL) ee 
~~ - 
i] 


United States 
of America 


Congressional Record 


PROCEEDINGS AND DEBATES OF THE 78" CONGRESS, FIRST SESSION 











Free Speech in America 


SPEECH 
OF 


HON. HAMILTON FISH 


OF NEW YORE 
IN THE HOUSE OF REPRESENTATIVES 
September 28, 1943 . 


Mr. FISH. Mr. Speaker, I have asked 
for time today to answer a resolution 
which was adopted by the American 
Legion at its national convention in 
Omaha, criticizing me for allegedly abus- 
ing my franking privilege. 

No one is a more loyal supporter of 
the Legion than I am and will continue 
to be in spite of this action, which is 
totally erroneous upon its part, and 
which was taken without affording me 
any opportunity to answer these false 
charges and implications. 

Since, however, the American Legion 
has inadvertently permitted persons who 
have been engaged in a concerted smear 
campaign against me and other pre-war 
noninterventionists to use that organiza- 
tion for their own political purposes, and 
caused the adoption of a resolution based 
on an utterly false premise, wherein I was 
censured for “abuse of the congressional 
franking privilege,” I wish to take this 
opportunity to give the facts to the 
House. 

In the first place I want to state again, 
and again, and again that I have never 
permitted anyone to use my frank to send 
out any speeches that were prepared by 
someone else; only my own speeches have 
been distributed, and they have always 
been 100 percent American. 

My outspoken opposition to Gestapo 
methods in America, and my efforts to 
uphold the Bills of Rights and the Con- 
stitution has invoked the enmity and 
animosity of certain persons who would 
destroy every vestige of freedom of speech 
in America. I consider it an honor to be 
attacked by such sources as Walter 
Winchell, the Washington Post, the Com- 
munist Daily Worker, and PM, but de- 
plore the fact that such a great American 
organization as the Legion can be made 
use of to smear it own members without 
ahearing. However, since these persons 
have now infiltrated into one of our 
greatest veterans organizations, and have 
used its great prestige for their own pur- 
poses, I feel I should again present the 
facts to the Congress and the American 
people. 

I emphatically deny the alleged abuse 
of the franking privilege as set forth in 

the American Legion resolution. Had 
there been any opportunity to present the 
553535—3589 





facts to the Legion committee, I am con- 
fident that I would have easily convinced 
them of the falsity of these manufactured 
charges; but no such opportunity was 
afforded me. The resolution was spon- 
sored by yet-unknown individuals and 
aimed against me and other Members 
of Congress who happened to oppose our 
entrance into war before Pearl Harbor, 
and who have been unafraid to stand up 
and fight for freedom of speech in Amer- 
ica, while supporting all war measures 
since war was declared. 

It is a sad commentary that such an 
organization as the American Legion—of 
which I have been proud to be a member 
since World War No. 1 and was chairman 
of the subcommittee which drafted the 
preamble to the American Legion consti- 
tution which has never been changed 
one iota to the present time—should per- 
mit itself to be used even inadvertently 
for political and smear purposes. It is 
even more to be deplored that it should 
permit its great name to be linked with 
any effort designed to destroy free 
speech in America and to deny to Amer- 
ican citizons the rights guaranteed to 
them under the Constitution. 

I also want to reply to an editorial ap- 
pearing in the Washington Post. In its 
editorial, dated September 25, 1943, the 
Post, as usual, disto.ts the facts con- 
cerning a speech I sent out last summer 
in behalf of the freedom of speech, on 
which the American Legion resolution 
was based, and quotes section 335 of the 
United States Code, that— 

It shall be unlawful for any person en- 
titled under the law to use of a frank to lend 
said frank or permit its use by any commit- 
tee, organization, or association, or permit 
its use by any person for the benefit or use 


of any such committee, organization, or asso- 
Ciation. 


By this inference, it is claimed that I 
used my frank for such purposes, which 
is contrary to the fact. No person, or- 
ganization, committee, or association has 
ever used my frank in this manner, and 
I do not even know the individual C. Leon 
De Aryan to whom the Post refers, nor 
do I know of any organization or asso- 
ciation with which he may be connected. 

I did make a speech in the House in 
behalf of the preservation of the free- 
dom of speech in America—mind you, 
not in time of war but in peacetime—as 
was clearly set forth in this speech—April 
6, 1943, in behalf of H. R. 2352, proposing 
amendments to the Alien and Sedition 
Act and to make it conform to the Bill 
of Rights and the Constitution in time 
of peace. 

My position is that if anyone desires 
to send out my speeches and wishes to 
join in combating the efforts of any 





Federal agency to deprive American citi- 
zens of their privileges under the Bill 
of Rights and the Constitution, I shall 
welcome their support and am always 
glad to have them quote from or send out 
any speeches I have made on that vital 
issue. I had several thousand copies of 
my remarks printed, at my own expense, 
and sent them out to anyone who re- 
quested copies, already inserted and 
sealed in envelopes, in accordance with 
the time-honored practice and custom 
of Members of the House and Senate. 
Anyone, white or colored, Protestant, 
Catholic, or Jew, Republican, Democrat, 
New Dealer, Socialist, or Communist, ar- 
rested, indicted, or convicted, in jail or 
out, may, as far as I am concerned re- 
ceive or send out any of my speeches, 
because they are good American doc- 
trine, in the interest of the United States, 
and 100-percent American. : 


There is not one word—and I chal- 
lenged anyone to prove otherwise—that 
is even by indirection subversive or un- 
American, 


I want to quote from the speech that 
the American Legion, the Washington 
Post, the Daily Worker, and the PM have 
objected to, as I do not know of any 
speech of which I am more proud or be- 
lieve is more needed at the present time. 
I only wish I had enough money myself 
to send out a million copies in the Na- 
tion. If there was ever a 100-percent 
American speech, it is this one. It re- 
fers only to peacetime and does not apply 
after war has been declared. It in no 
way prevents the prosecution of persons 
for unlawful acts, and merely endeavors 
to protect the right of free speech and of 
a free press in America in time of peace, 

Mr. Speaker, at this point I ask unani- 
mous consent to insert extracts from that 
speech which I delivered in the House on 
Tuesday, April 6, 1943. 

The SPEAKER pro tempore. 
objection? 

There was no objection. 

Mr. FISH. The extracts to which I 
refer—and I only wish I had time to read 
the entire speech—are as follows: 


The peacetime sedition law of 1940 was 
aimed specifically at preventing the distribu- 
tion of handbills and propaganda to cause 
disaffection and mutiny on board warships 
and disobedience and desertion in our armed 
forces; and should not, by any stretch of 
interpretation by the Department of Justice, 
be applied to editorials or to statements and 
speeches by American citizens exercising their 
constitutional right and ancient fireside priv- 
ilege of commenting on or criticizing the 
administration, the President, the New Deal, 
the foreign policies of the President and 
of Congress prior to Pearl Harbor, or racial 
or religious issues, or the conduct of the 
war, * 3s 8 


Is there 
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It is utterly preposterous to attempt to 
twist and distort the 1940 act into indicting 
and bringing to trial opponents cf the ad- 
ministration’s foreign policies or of President 
Roosevelt, or anti-New Dealers, anti-Commu- 
nists, or anti-Semites. 

. s a * a 

In a letter written to Mrs. John Adams, 
written at the end of his first term in the 
Presidency, Thomas Jefferson stated: 

“I discharged every person under punish- 
ment or prosecution under the sedition law 
because I considered and now consider that 
law to be a nullity, as absolute and as pal- 
pable as if Congress had ordered us to fall 
down and worship a golden image, and that 
it was as much my duty to arrest its execu- 
tion in every stage as it would have been to 
rescue from the fiery furnace those who 
should have been cast into it for refusing 
to worship the image.” (Thomas Jefferson, 
by Albert Jay Nock, p. 230.) 

The golden calf in the present instance is 
the foreign policy of the New Deal adminis- 
tration prior to Pearl Harbor, and those who 
failed to fall down and worship it before 
Pearl Harbor are being charged, and in some 
instances, indicted under the provisions of 
the present-day Sedition Act, 1940. 

Fair-minded Americans, regardless of party 
affiliations, will never remain silent and per- 
mit freedom of speech or a free press—with- 
out which free America ceases to exist—to be 
curbed and gagged, or opponents of the for- 
eign policies of President Roosevelt prior to 
Pearl Harbor—who numbered 100,000,000— 
sent to jail through bold distortion of the 
peacetime sedition law and the intent of the 
Congress. 

If American citizens, clergymen, editors, 
writers, and crackpots or cranks from all parts 
of the Nation can be brought to Washington 
and tried for expressing their noninterven- 
tionist and anti-New Deal views prior to Pearl 
Harbor, half of Congress and 80 percent of 
the American people could be sent to prison 
under such a Gestapo procedure. 

* . = is . 

I am informed that there is a group of 
anti-Semites among the 34 Americans in- 
dicted. I do not approve of their words or 
actions, as I believe there should be no reli- 
gious test under the Constitution, and that 
all American citizens, regardless of race or 
color, have a right to their own religious con- 
victions. But while anti-Semitism is un- 
American, I know of no Federal law or con- 
stitutional provision that prohibits freedom 
of discussion of racial and religious issues, cs 
much as I deplore them. It certainly was 
not the intent of Congress to write any such 
restriction or limitation into the Alien Regis- 
tration and Sedition Act of July 28, 1940. 

* 7 * . ad 


This issue is so important that it far ex- 
cceds all party lines. It is a great American 
issue, involving the mcst fundamental and 
precious of all American rights and liber- 
ties—that of freedom of speech. No sacrifice 
is too great to safeguard freedom of speech 
and of the press—symbols of freedom in 
. America. We are fighting a war all over the 
world for these very principles and must not 
permit them to be destroyed here at home. 


To sum up, this speech and the legis- 
lation I proposed coincides very closely 
with an amendment offered by me on the 
floor of the House to another bill, which 
was adopted, and reads as follows: 

Nothing in this act shall be construed to 
prevent any citizen or citizens, or eny news- 
paper or other publications, at any time, from 
freely discussing or openly criticizing the 
domestic or foreign policies of the adminis- 
tration or the Federal Government, or any 
public official, or from discussing or criticiz- 
ing any existing or proposed law, regulation, 
directive, or Executive order. 


The following resolution passed by the 
Judson P. Galloway Post, No. 152, the 
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CONGRESSIONAL RECORD 


American Legion, of Newburgh, N. Y., the 
largest post in my district, was adopted 
by a unanimous vote, with one single ex- 
ception, That post has sent its resolu- 
tion of protest through the channels to 
the national organization. I did not seq 
it until it appeared in the Newburgh 
News. I knew nothing about it except as 
I read it in the local newspaper and as 
it was handed to me afterward, because I 
was not in my district at the time. 


The resolution reads as follows: 


THE AMERICAN LEGION, 
Jupson P. GALLoway Post, No. 152, 
Newburgh, N. Y. 

“Whereas the American Legion, in national 
convention assembled, at Omaha, Nebr., has 
passed a resolution questioning the patrio- 
tism and loyalty of one of our post members; 
and 

“Whereas the said target of this attack, 
HAMILTON FisH, has proven that his patri- 
otism and loyalty to his country in war and 
in peace are beyond reproach; and 

“Whereas the said HAMILTON FISH was one 
of the founders of the American Legion and 
coauthor of the preamble to its constitution; 
and 

“Whereas the record will prove that he was 
one of the first of our national legislators 
to fight the subversive groups forming the 
Communist Party in the United States, and 
that he further did much to crush their 
early attempts to defame and disrupt our 
form of government and in so doing he did 
expose their plans and purposes: Therefore 
be it 

“Resolved, That we, the members of Judson 
P. Galloway Post, No. 152, the American 
Legion, Newburgh, N. Y., wish to be recorded 
in protest to this action, and we further re- 
solve that no such action should be taken 
in a free and democratic organization like 
the American Legion against one of its mem- 
bers without first giving the said member a 
hearing. Loyalty and service to the Ameri- 
can Legion and the United States of America 
deserves fairer treatment, and thi: action 
appears like an attempt to cooperate with 
those elements which are spreading disunity 
in the Nation in time of war, and with those 
groups which would smother free speech 
and thus create in the United States of 
America the very type of dictatorship which 
the war is being fought to destroy; be it 
further 

“Resolved, That a copy of this resolution 
be forwarded through the necessary channels 
to the national commander of the American 
Legion for consideration and appropriate 
action.” 

The above resolution was adopted at a 
regular meeting of Judson P. Galloway Post, 
No. 152, the American Legion, Newburgh, 
N. Y., on Thursday evening, September 23, 
1943. 

IRVING NEss, 
Commander. 
JAMES M. FLANAGAN, 
Adjutant. 


I have received other resolutions from 
war veterans’ organizations along the 
same line. After I read in a New York 
newspaper the resolution adopted by the 
Legion at Omaha, I gave out the follow- 
ing statement which I propose to read 
in full to the Members of the House of 
Representatives, as it involves the right 
of free speech and the use of the franking 
privilege of every Member of Congress. 

It is mcre in sorrow than in anger that 
I have read in the newspapers that the 
Legion, a great American organization, 
of which I am proud to be &@ member, has 
inadvertently been used to carry on a 





political and partisan smear campaign 
by repeating charges more than 3 years 
old, that I permitted my congressional 
frank to be used to spread un-American 
or subversive propaganda by the America 
First Committee, and George Sylvester 
Viereck, without one iota of evidence or 
any hearing on my part whatsoever. 
Both these charges are completely and 
totally false, and I denounced them as 
manufactured lies years ago. Neither 
the America First Committee nor Mr. 
Viereck ever asked to use my congres- 
sional frank, or ever used it to send out 
any subversive speeches, nor did either 
write or suggest any speeches for me. I 
think everybody knows that I write my 
own speeches, and there is not a sub- 
versive or un-American thought in any 
speech I ever made in Congress or else- 
where. I never met nor have I seen Mr. 
Leon de Aryan, of San Diego, who is al- 
leged to have addressed and sent out one 
or more of my speeches in April of this 
year entitled “Making the Peacetime 
Alien Sedition Law Conform to Bill of 
Rights and the Constitution,” dealing al- 
most entirely with the preservation of 
free speech and free press in time of 
peace and not affecting the situation in 
any way after war has been declared. I 
challenge anyone to find a single un- 
American word, thought, or ideal in that 
speech. I sent one to every Member of 
Congress, and as soon as I can get more 
printed I will send a copy to every Ameri- 
can Legion delegate to the Omaha Con- 
vention, and will eat my hat if there is 
anything subversive in it unless free 
speech has become un-American. The 
Legion evidently did not know that my 
proposed free-speech bill was not ef- 
fective in time of war. We are fight- 
ing a war to maintain free speech all 
over the world, and the sole purpose 
of my bill was to maintain it in Amer- 
ica in peacetime. That is the fire- 
side privilege of every American citizen. 
I do not know without checking up how 
many of these speeches on free speech 
and a free press were mailed out, but 
there were not very many as I recollect 
that the printing bill was under $50. 
There were some favorable editorials and 
comments on it throughout the Nation 
at the time, and I received numerous let- 
ters of commendation. I hold no brief 
for Mr. De Aryan, as I know nothing 
about him except that under American 
jurisprudence no American is guilty of 
any unlawful act until convicted. I am 
told that his newspaper, the Broom, 
which I do not subscribe to and have no 
connection with, is still being published. 
and if it were subversive it would have 
been closed by the Government long ago. 

It would be interesting to know, and I 
propose to find out, who originated this 
false and scurrilous attack. I have my 
own ideas now, but will ixke steps to 
ascertain the facts and to act accord- 
ingly. 

I shall be glad to cooperate with the 
American Legion to prevent any abuse 
of the franking privilege. I doubt if 
there is a single legionnaire who has 
more openly and more consistently op- 
posed subversive and un-American ac- 
tivities during the 22 years I have been 
in Congress, and will continue to do So. 


U. S. GOVERNMENT PRINTING OFFICE: 1943 























_|ANOTHER APPROPRIATE 
ITEM FOR THIS DEPARTMENT. 
Senator Burton K. Wheeler of Mon- 
tana introduced a resolution (and 
received unanimous approval) call- 
ing for an investigation of the book 
UNDER COVER ... and its back- 
ground. By latest reports, the Sen- 
ator himself was appointed as 
Chairman of the Investigating Com- 
mittee. The other two members of 
the Committee are Abe Murdock of 
Utah and John Danaher of Connec- 
ticut. Rumors have it that Wheeler 
will subpoena Carlson, Winchell, 
Pearson, Burkhead, Hoke and oth- 
ers ... trying to prove that there 
was something subversive behind 
the preparation and distribution of 
Carlson’s book UNDER COVER. We 
predict that the whole thing will 
blow up in Senator Wheeler’s face 
. as did the movie investigation 
of several years back. Senator 
Wheeler might be surprised to 
know that we know who several of 
his “investigators” are. With the 
country at war, things are in a hell 
of a mess when a United States 
Senator starts investigating a group 
of men who have been exposing the 
enemies of this country and when 
the investigators themselves are en- 
emies of this country. The many 
decent Senators and Congressmen 
may find their faces red before this 
investigation has been buried. The 
scandalous Cox (radio investiga- 
tion) affair will be small potatoes 
compared to the Wheeler debacle. 


Unless Wheeler successfully si- 
lences all constructive witnesses... 
the lid will be blown from the se- 
crecy surrounding the _ blackest 
Direct Mail campaign in history ... 
the campaign aided and abetted by 
Senators Wheeler and Nye and Con- 
gressmen Fish and Hoffman. 


_|WHAT ABOUT DESTINY? 
Frankly, we are tired of the whole 
mess. Ever since our article in the 
August Reporter exposing Destiny 
Magazine and the Anglo-Saxon Fed- 
eration, the mails have been full of 
this or that. One letter from How- 
ard Rand to one of our friends 
Stated that we had made 36 mis- 
Statements and facts. Another let- 
ter implied legal action because of 
“copyright violation.” A 17 page 
letter from another Howard Rand 
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friend tried to prove that Howard 
Rand is right . . . and everything 
we said is wrong. We’ll stick to our 
guns. The Anglo-Saxon Federation 
and Destiny Magazine are... dis- 
ruptive influences. In all the clamor, 
one conclusive point is evident. How- 
ard Rand, the Anglo-Saxon Federa- 
tion and Destiny Magazine agree 
that they don’t like democracy. In 
our opinion, all other points of argu- 
ment are irrelevant. 


REPORT FROM FLORIDA 


An Interesting Letter About 
Envelopes and Conservation 


Dear Mr. Hoke: 


Is there anything this company can 
or should do to protest against the 
proposed elimination of business re- 
ply envelopes and cards by the post- 
office department? 


As you know, we are exclusively in 
the mail order business and depend 
entirely on sales made and orders re- 
ceived by mail. It is vital in our 
business that we make it as easy as 
possible for customers to place orders. 
We must enclose an addressed envelope 
or reply card in all sales letters. The 
fact that the customer might be re- 
quired to attach a stamp would de- 
crease our returns from each mailing. 


When we use business reply envel- 
opes, the post-office department col- 
lects an extra one cent for the serv- 
ice. If this was eliminated, the de- 
partment would not only lose the extra 
one cent fee but also the customary 
three cents postage caused by the 
diminished number of replies received. 


Also, we would be forced to use 
only a few carefully compiled and 
thoroughly tested lists in our mail- 
ings to new customers in order to main- 
tain a profitable percentage of returns. 
This would drastically curtail the 
amounts paid to the Tampa post office 
for postage on original mailings. In 
addition to our semi-monthly mailings 
to all of our regular customers, we 
ordinarily schedule in excess of 1,000,- 
000 pieces to be mailed annually _so- 
liciting new business. If the percent- 
age of replies was materially reduced 
by eliminating the business reply fea- 
tures, our mailings would be propor- 
tionately reduced to maintain the 
profitable average and the post-office 
department would lose this extra post- 
age. 


As I see it in our particular case 
(and I believe this would be true 
with all mail order companies), elim- 
inating business reply envelopes would 
not reduce the use of addressed re- 
turn envelopes and would not result 
in a saving of paper but it would cur- 
tail considerably the income of the 
post-office department in the loss of 
stamps sold and the one cent penalty 
for business reply service. 


We have done everything possible 
to reduce the use of paper in our busi- 
ness, and intend to continue. We ordi- 
narily use one or more inserts in our 
mailings, but we have discontinued 
all inserts. We usually mail an aver- 
age of six special presentations an- 
nually, printed on heavy enamel stock 
and necessitating specially made en- 
velopes. The letter heads and other 
enclosures were on superior stock. All 
of these special presentations have been 
abandoned for the duration. We made 
a survey of all of our office forms, 
eliminating a few and materially re- 
ducing the size of most others. In 
all, we reduced the use of paper by 
over 25 per cent. And further re- 
trenchments are being made. Next 
year we have ordered 16 lb. stock in- 
stead of 20 lb. for letterheads. 


We have something over 60,000 
regular customers who depend on us 
to keep them supplied with cigars. 
If we are to remain in business, we 
must continue to contact these cus- 
tomers by mail and secure new cus- 
tomers by mail to replace those lost in 
the natural course of events. And the 
use of business reply envelopes are 
important in successfully conducting 
our business by mail. 


I’m not going to go into details about 
the already heavy taxes paid by cigar 
manufacturers (and probably other 
specialized mail order companies) ex- 
cept just to mention the drastic in- 
crease in excise taxes on cigars last 
November and the present contem- 
plated additional advance of 100 per 
cent. In the face of these already 
serious problems, we are now con- 
fronted with material decrease in our 
income through a reduction in our 
sales. We must register our strong- 
est protest against any elimination of 
business reply envelopes. 


Just what shall we do? 
Very truly yours, 


F. B. WILSON, Sales Mer. 

Thompson & Company 
Incorporated 

200 N. Edison Avenue, 
Tampa, Fla. 


Reporter’s Answer: 


Your type of thinking is just what 


-we all need. That 25 per cent vol- 


untary saving of yours made a hit 
when I showed your letter to men 
at WPB. 


To relieve your mind .... the 
threatened order on Business Reply 
Envelopes was cancelled at the last 
minute, after WPB people had been 
shown that the order was ill-consid- 
ered. The order is not definitely out. 
It may come up again. But we will 
be given a hearing. 


If the threat is repeated you 
should be asked to appear to testify 
for the Business Reply Envelope. 
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Sermon Of The Month 


It is obvious that a trade organi- 
zation secretary must be more than 
a recorder of happenings or keeper 
of records, but he should also be an 
executive constantly alert to the 
needs of those whom he serves and 
progressive in keeping up with the 
changes of the times. 


He should promote sound ac- 
counting practices and cost finding 
methods, and assist in keeping 
costs at the lowest possible level 
and production at the highest point 
of efficiency, always stressing suit- 
able quality and fair values to the 
end that both labor and manage- 
ment may be justified for the serv- 
ice they render to the public. 


He should constantly search for 
improved methods of management 
policies, and particularly encourage 
individual enterprise and commen- 
surate return in proportion to serv- 
ice rendered and values delivered. 


However, a trade organization ex- 
ecutive has greater responsibility 
than any of these or similar activi- 
ties, and that responsibility is to 
continuously promote truth in busi- 
ness. 


For many years truth in adver- 
tising has been promoted by adver- 
tisers, but this effort has only 
skimmed the surface and some of 
the dross out of competition. Busi- 
ness must go deeper than truth in 
advertising, and demand and fully 
maintain truth in business if indi- 
vidual enterprise is to survive. 


For over twenty-five years the 
writer has been a continuous mem- 
ber of the Board of Directors of the 
Better Business Bureau, and not- 
withstanding the efforts of that or- 
ganization in coordination with the 
majority of business men, we have 
observed the gradual increase of 
legal restrictions and regulations 
thrown around advertising to curb 
a minority, and we have realized 
that these restrictions have been 
brought about because of the fail- 
ure of business as a whole to vol- 
untarily conform to truth in busi- 
ness. 


The advertising world is now con- 
fronted with a demand for compul- 
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THIS REPORTER traveled to 
Indianapolis in November to at- 
tend the meeting of the Graphic 
Arts Trade Association execu- 
tives. There was considerable 
confusion during the two days of 
discussion. On the final after- 
noon, Oliver Wroughton, Secre- 
tary of the Graphic Arts Associa- 
tion of St. Louis made an excel- 
lent extemporaneous plea for less 
confusion. He apologized for his 
remarks ... said they sounded 
too much like a sermon. His title 
“The Duties of a Trade Secre- 
tary.” Following that meeting we 
asked Oliver Wroughton if he 
would dictate his extemporane- 
ous remarks. He agreed... and 
here they are. 











sory grading of merchandise, which 
would require a great amount of 
supervision and probably affect the 
value of many brands and trade- 
marks which have been established 
by long and expensive advertising 
and fair treatment to the public. It 
would seem that this result should 
convince all that it is essential to 
adhere to truth in all business prac- 
tices and policies if freedom of indi- 
vidual enterprise is to continue at 
all and the profit system in business 
is to be maintained. 


We believe that a proper slogan 
should be devised which every busi- 
ness should carry on their letter- 
heads and their advertising material 
to constantly keep the thought ap- 
parent that “Truth in Business 
Protects Private Enterprise.” 


Every executive of a trade or- 
ganization should cooperate with 
the Advertising Club and the Bet- 
ter Business Bureau of his locality 
to continuously promote truth in 
business. Such a slogan might be: 
“We stand for truth in business,” 
or “Truth in business protects pri- 
vate enterprise.” It is impossible 
to contemplate the far reaching re- 
sults that would enure to business 
if every establishment in these 
United States would voluntarily 
carry such a slogan upon their let- 
terheads and in their advertising 
matter, which would obviously infer 


that accurate and adequate costs 
would be used as a basis of values, 
that truth in advertising and busi- 
ness practices would be maintained 
by always stating the facts in full, 
and that suitable quality and serv- 
ice would be offered and delivered, 
and that the public interest would 
be served. 


Such a policy on the part of busi- 
ness certainly would remove the 
need of minute regulations of busi- 
ness and promote the welfare of 
labor, capital, and the public inter- 
est. 


To those who may say that truth 
in business is idealistic and im- 
practical, may I say that there is 
no power more potent than is repe- 
tition. Therefore ideals must be 
constantly held before us to become 
practical, and no man has proven 
that the Golden Rule is wrong or 
that selfishness is right. I ask that 
you survey your memory of those 
men of industry in your community 
who have passed into the Great 
Unknown Future, those who have 
finished the race of life. Consider 
whether they passed on from pov- 
erty or plenty, or in honor or in 
discredit. We believe you will con- 
clude that the law of compensation 
reflects the degree of truth in every 
life, and that those unselfish men 
who have rendered the greatest 
service to humanity have experi- 
enced the greater joy of living. 


I urge every member of this or- 
ganization to devote more time, 
thought, and effort to the promo- 
tion of truth in business, believing 
that comparable results will follow, 
and that by so doing, a greater 
service will be rendered to those 
whom you serve and to the public. 


Reporter’s Final Note: I recom- 
mend that Oliver Wroughton be in- 
vited to make te same kind of a 
talk at the next Annual Convention 
of the Advertising Federation of 
America. His kind of _ thinking 
makes sense. 


QUERY. Can anyone tell this reporter what 
Benjamin De Casseres (columnist for the 
Hearst papers) is doing for or to the war 
effort? If any of you are interested in propa- 
ganda analysis ... study the De Casseres 
columns for a few days and then give us your 
reactions. 
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LISTILL SPEAKING OF QUES- 
TIONNAIRES. American Airlines, 
Inc., is currently engaged in an in- 
teresting experiment. The trans- 
mittal letter follows the usual for- 
mula. There is a separate four page 
questionnaire form covering 29 que- 
ries . . . . most of which can be 
marked “yes” or “no” or checked 
for preference. 


But in addition to the letter and 
questionnaire form, there is an in- 
teresting 24 page 6”x9” booklet 
which is to be used as a guide in 
filing out the questionnaire. The 
booklet also contains blocks for 
checking. The real purpose of the 
booklet is to do a selling job while 
the questions are being explained. 


We'll be interested in getting a 
full report on this new style of ques- 
tionnaire procedure. 


_| VECTOGRAPHS fascinate this 
reporter. We’ve mentioned them be- 
fore. Just received another sample 
from the Polaroid Corporation, 
Cambridge 39, Massachusetts. We 
believe this process has tremendous 
possibilities in the postwar period, 
provided of course, that the cost of 
manufacturing is not too great. It’s 
the best method so far developed to 
show a third dimensional scene. 


A three dimensional vectograph 
is a specially treated plastic sheet. 
On it, two pictures occupy the same 
Space at the same time. Polarizing 
three-dimensional viewers (like 
spectacles) unscramble the super- 
imposed pictures to recreate the 
normal condition of effortless three 
dimensional seeing. (Don’t blame 
this description on us. That’s how 
Polaroid Corporation describes it.) 


If you want to know more about 
it, we suggest that you write to the 
company and ask for samples. You 
may as well be prepared for the 
future. 


_|ANOTHER CONVENTION BY 
MAIL. W. A. J. Giles of the Con- 
federation Life Association, Toron- 
to, Canada, has supplied us with 
bound copies of their very excel- 
lently handled “Mailvention.” That’s 
what they called it in Canada. 
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_}GOOD REASON FOR REJOIC- 
ING. We reproduce copy contained 
in mimeographed bulletin sent at 
year’s end to members of the Direct 
Mail Advertising Association by 
President Howard Korman. No fur- 
ther comment is necessary ... be- 
cause everyone did a fine job. 


December 28, 1943. 
Dear Member: 


Whether or not the present tax bill 
is ultimately passed by the Senate, I 
thought it might be interesting to 
each member to know that we have 
won a victory. 


THE SENATE FINANCE COM- 
MITTEE ELIMINATED THE THIRD 
CLASS INCREASE CLAUSE FROM 
THE BILL! 


It is gratifying to know that the 
concerted effort that everyone of us 
made by wiring and writing to our 
Senators plus the strong presentations 
to the Senate Finance Committee it- 
self was instrumental in having this 
unjust clause stricken from the bill. 


This gives us the hope that if the 
entire bill is thrown out and a new 
one is constructed, the postage sec- 
tion will not be in the new bill. 


The final thought I have on the 
matter is that it again proves that the 
D.M.A.A. is no stronger than the en- 
thusiasm and the support of all of its 
members. 


I wish to express my sincere thanks 
to all those organizations who co- 
operated so. willingly with the 
D.M.A.A.—and extend to everyone my 
wishes for a Happy New Year. 


HOWARD KORMAN, 
President. 


| | BEST BOOKLET OF THE YEAR. 
Well . . . one of the best, anyway. 
Ninety pages plus cover, spiral 
bound. Title “Portland Improve- 
ment.” Produced by combination 
letterpress and gravure by William 
E. Rudge’s Sons, Inc., New York 
City, for the City of Portland, Ore- 
gon. It is a dramatized verision of 
the report made by New York’s 
Park expert Robert Moses who was 
loaned to Portland for this survey. 
It is a beautiful example of how 
printing can be put to work in city 
planning. There will be many such 
booklets in the future. We’ve just 
learned that Garden City, New 
York, is already planning such an 
undertaking . . . getting ready for 
the postwar period. 


-]MENTALLY TONGUE - TIED. 
George Pfeiffer of Philadelphia sends 
us a mailing recently issued by the 
Infantry Journal of Washington, D. 
Cc. .. . advertising a new book. 
George marked the first paragraph 
in red pencil. Here it is: 


The Days of MATI HARI in Espionage 
Are Dead... 


Will Irwin and Thomas M. Johnson 
have doubtless annoyed Admiral Wil- 
helm Canaris, Hitler’s coordinator of 
all intelligence, for Admiral Canaris, 
a most eminent spymaster, is true to 
his profession, he dislikes publicity in- 
tensely. He gets it in their new book, 
“What You Should Know about Spies 
and Saboteurs.”’ 


Opposite he wrote: “Does reading 
this paragraph make you mentally 
tongue-tied?” 


It sure do! 
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EDUCATED MAIL ORDER LISTS 


As any successful seller by mail knows—it takes 
time and money to develop and educate a list to 
buy by mail. 

Here at McGraw-Hill our lists are proven mail order 
buyers and we spend the time and money necessary 
~ to maintain and improve their effectiveness. 

Even under today’s conditions, we still carry our 
high guarantee of deliverables and have added postal 
units for quicker service. 
more mail order houses are using our lists with 
excellent results. 

Our new 1944 counts, rates and descriptions will be 


WAE gladly sent upon your request. 
Mc GRAW-HILL DIRECT MAIL DIVISION 
DIRECT MAIL LIST SERVICE McGraw-Hill Publishing Company, Inc. 
é 330 West 42nd Street New York 18, N. Y. 
i ie 


That is why more and 
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Direct Mail Put To Work On 


Guuentle Delinguency 


We are glad to reproduce here the 
excellent processed letter mailed De- 
cember 30, 1943, by the incorporated 
Village of Garden City to all prop- 
erty owners. It is a good letter... 
and the idea should be adopted by 
other communities throughout the 
country: 


To All Garden City Parents: 


Juvenile delinquency has been the 
subject of much comment in the pub- 
lic press in recent months. Reports of 
the Federal Bureau of Investigation 
indicate that crimes committed by 
minors, throughout the country, have 
increased to an alarming degree. This 
condition may be attributed, in small 
measure, to changes brought about by 
the present world conflict, but in large 
part is due to neglected responsibility 
or lack of proper parental supervision 
and control. 


While Garden City has not been 
confronted with as serious a problem 
as some communities, a number of 
offenses have been committed by chil- 
dren of our village. Unoccupied 
dwellings have been damaged by the 
breaking of windows and the destruc- 
tion of lighting, bathroom and other 
interior fixtures and equipment, nu- 
merous street lights have been broken, 
and buildings and shrubbery have been 
damaged by incendiarism. Losses in- 
volving some thousands of dollars 
have resulted from these acts of van- 
dalism, which apparently have been 
committed by only a small minority of 
the younger children. There is no 
question but that a closer supervision 
of these erring offspring, by the par- 
ents, would have prevented a great 
deal of damage. 


The enforcement of the law in cases 
of this kind is a most disagreeable 
task, and generally the owners of dam- 
aged properties have been reluctant to 
take drastic action against the youth- 
ful offenders. 


Children between the ages of seven 
and fifteen years who violate any law 
or who commit any act which, if com- 
mitted by an adult, would be an of- 
fense punishable by imprisonment or 
fine, are guilty of juvenile delinquency 
and are subject to punishment in the 
Children’s Court. The conviction of a 
minor for an act of juvenile delin- 
quency is, in most cases, a direct re- 
flection on the parents, as it indicates 
neglect or delinquency on their part. 


The foregoing facts are brought to 
your attention, not for the purpose of 
creating undue alarm over our local 
problem, but of urging the most 
earnest co-operation of the parents in 
meeting this challenge. 
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Children have many leisure hours 
during which they should be kept oc- 
cupied with wholesome activities. 
This is definitely a parental and not a 
public responsibility. It is necessary 
that the chiidren have the advice and 
close supervision of the fathers and 
mothers in order that they may de- 
velop into good citizens. In this re- 
spect, all parents have a most impor- 
tant obligation which they should not 
evade. 


BOARD OF TRUSTEES, 


By: George R. Murdock, 
Mayor. 


_| AIR FORCE CATALOGUE. With 
all the talk of production shortages 
. it’s interesting to see the 36 
page, 8%” x 11” catalogue recently 
issued by the 850th Army Air Force 
Specialized Depot, 3300 Jackson 
Avenue, Memphis 1, Tennessee. 
Shows material available to manu- 
facturers or their suppliers under 
existing regulations. The catalogue 
covers all excess material from nuts 
and bolts to chairs and other acces- 
sories ... plus machinery and tools 
for repairing and manufacturing. 


_| ANOTHER NEW HOUSE MAG- 
AZINE. It’s called “The Oscilla- 
tor.” Measures 11%” x 15” and con- 
tains 12 pages. Fred H. Pinkerton 
is the editor. It’s a fine looking two 
color job ... but in all sincerity we 
recommend a lighter weight of pa- 
per. Current issue is printed on 
what appears to be 120-lb. coated 
stock. Somebody in Washington 
will have a hemorrhage. 


_] FORESTRY AND PAPER ... is 
the title of a new and timely 9” x 
12” booklet, 32 pages and cover, re- 
cently issued by the P. H. Glatfelter 
Company, (paper manufacturers), 
Spring Grove, Pennsylvania. It is 
beautifully illustrated ... but more 
important, it gives a complete and 
easily understood description of for- 
estry and its relation to paper. 
You'll get a much better picture of 
the bigness of the paper problem 
when you read this booklet. 


LJ NOTE TO PRINTING BUYERS. 
In spite of the war, paper shortages 
and manpower trouble ... we are 
still hearing of selfish printing buy- 
ers who quibble with their suppliers 
on the quality of paper or the qual- 
ity of the reproduction furnished by 
the producer. 


Some agency production men and 
advertising managers still like to 
show their intricate and critical 
knowledge of the printing business 
by examining proofs and first run 
sheets under a magnifying glass. 
They still quibble over minor spots 
which were not acceptable in peace 
time, but which can’t be avoided 
now. 


We are certainly not arguing for 
poor quality work .. . but for pete’s 
sake, realize that there is a war go- 
ing on! We’ve advised some of our 
printer friends to tell the picayune 
critics the ancient egg story. 


A grumpy old gentleman made 
quite a ceremony of ordering his 
breakfast. He described to the pa- 
tient waitress how his eggs were to 
be fried . .. separately ... per- 
fectly round ... basted for exactly 
one minute with butter until the 
yolks just started to turn white... 
and etc., etc. for about five minutes. 
When he had finished, the waitress 
started to walk away but came back 
and said, “By the way, Mister, the 
hen’s name is Henrietta. Is that 
O.K.?” 


|JEINTERESTED IN POSTWAR 
PLANNING? If you are .. . there 
are some valuable booklets avail- 
able from the Committee for Eco- 
nomic Development, 285 Madison 
Avenue, New York 17, N. Y. Here 
are the current titles you should ask 
for: 


“Plan Postwar Jobs—Now” 


“How One Company Has Planned 
for Its Postwar Business Opportuni- 
ties’ (Case Study No. 1) 


“Business Planning Now for V Day” 
(Case Study No. 2) 


“Postwar Planning Program of Ten- 
nessee Enamel Manufacturing Com- 
pany” (Case Study No. 3) 


“Swinging into Action with a Post- 
war Program” (Case Study No. 4) 


“A Procedure for Community Post- 
war Planning” 


“A Quick Survey for Executives”. 
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CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 


line—minimum space 4 lines. 





EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg., 
Chicago 10. 


MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, Il. 











HELP WANTED 
WANTED—Man with farm background to 





run direct mail program to farm trade. Ex- . 


cellent opportunity, Chicago location. Box 
121, The Reporter, 17 East 42nd St., New 
York 17, N. Y. 





LETTERHEADS 


“EXCELLENT” says Printers Ink about 
“Letterhead Design and Manufacture,” by 
Fred Scheff, 225 pp. 8%xll. 125 Letter- 
heads. Mail $5 to Fredericks Co., 68 Nassau 
St., N. ¥.C. 7. Money refund guarantee. 








MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, III. 





SALES LETTERS 


LETTERS—Worded to sell anything worth 
buying. Outline your project and request 
folder. Jed Scarboro, 10 Wetmore Ave., 
Maplewood, N. J. 








SPECIAL 
iF YOU LIKE THIS ISSUE ... and if 


you are not a regular reader of The Re- 
porter, you will be doing yourself a big 
favor by subscribing now. Know what is 
going on in the Direct Mail field by fol- 
lowing this monthly digest of Direct Mail 
Ideas. If you are a subscriber . . . how 
about showing this copy to a friend? Sub- 
scription Rate $3.00; Special Two-Year 
Rate $5.00. The Reporter, 17 East 42nd 
St., New York 17, N. Y. 








_|FINAL NOTICE. Several times 
in the past few months we have 
threatened to start publishing the 
names of companies which show an 
irresponsible and flagrant disregard 
of the seriousness of the paper sit- 
uation. This month we have an 
alarming file of specimens. But we 
will delay our public notice crusade 
for another month. 


THE REPORTER 


We are sorry to report that the 
advertising departments of maga- 
zine publishers seem to be the worst 
violators. Here they are ... wor- 
ried about paper restrictions and 
inability to take on any more adver- 
tising . . . but the promotion de- 
partments continue to produce ex- 
travagant and wasteful solicitation 
pieces. 


One leading national magazine 
recently issued an elaborate 84 page 
book, bound in a stiff cover, with 
many pages either blank or with a 
very small amount of wording. An- 
other prominent magazine sent out 
a Christmas greeting to advertisers 
on a large French-folded (only one 
side printed) brochure. Another na- 
tional publication issued an expen- 
sive back slapping oversized bro- 
chure to celebrate an anniversary 

. with a cover so thick it could 
hardly be bent. That same publica- 
tion has been filing numerous ap- 
peals with the WPB for extra allot- 
ments of paper. 


What in the world are these peo- 
ple trying to do? Get themselves 
or Direct Mail into hot water? 


_|STUCKEY’S TIP AND CLIP 
SHEET is the name of a new bulle- 
tin now being issued by American 
Trucking Associations, Inc.,_ to 
newspaper and magazine editors. 
No. 1, Vol. 1, came out December 
15th. In the masthead is this ex- 
planation: 


Published at 1424 Sixteenth Street, 
N. W., Washington, D. C., in the in- 
terest of an immediate return to the 
good old days, the downfall of Hitler 
and Hirohito, the Four Freedoms, a 
smokeable nickel cigar and efficient 
highway transportation. 


The 9”x14%” sheet contains a 
mixture of jokes ... plus news or 
fact items with some relationship 
to trucks or trucking. We’ve signed 
the return card asking to be placed 
on the permanent mailing list... 
and we’ll start off by lifting the fol- 
lowing filler: 


Grammar 


The president called his office manager and 
thrust a letter under his nose. 

“Look at that! I thought I told you to en- 
gage a new stenographer on the basis of her 
grammar!’’ 

The office manager looked startled. 


“Grammar? I thought you said glamor!” 











“Rippo Blades give you a faster, 
smoother shave. .. .” 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a 
list of right people . . . people who 
are known to be buyers of products and 
services similar to your own. We don’t 
own lists but we do know where to get 
them . . . 2,000 privately owned lists 
—more than 80 million names—are reg: 
istered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the peopie you want to reach—we’ll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(DivisiON oF DICKIg£-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 








NEW YORK’S 
FIRST and FOREMOST 
DIRECT ADVERTISING 

AGENCY 


* 


Two Ahrend-produced campaigns 
were chosen among the Fifty Direct 
Mail Leaders for 1943, climaxing 
nine National Awards to Ahrend 


clients in less than 2 years. 
* 


Planning and Creating 
resultful campaigns 
Your inquiry is invited. 


* 


D. H. AHREND CO., INC. 
52 DUANE ST., NEW YORK 7,N.Y. 
WORTH 2-5892 





31 








ARMY BOMBERS MUST DEAL OUT DEATH 


Air superiority demands tested skill and teamwork in 
every member of the bomber crew. Only the fierce concen- 
tration and faultless timing of an eagle in every man aboard 
can make a bomber deal out death and destruction the way 
it must. 

Even when the bomber’s pace and altitude pass beyond 
belief, each man of the crew must remain as cool as a 
crystal spring. And what a glorious job they are doing! 
No wonder that only carefully picked youths can measure 
up to flying precision. 

Printers select SPRINGHILL Tag...100% bleached 
sulphate surface-sized paper that can everlastingly take it— 
printed, typed, or written—for index cards, tags, charts, 
schedule cards, etc. 


INTERNATIONAL PAPER COMPANY 


220 EAST 42nd STREET, NEW YORK, N. Y. 
PAPERS FOR PRINTING AND CONVERTING 


BACK THE ATTACK WITH WAR BONDS 





ae 








